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AS Low As-$39.95 


USA Home Entertainment is changing the way you buy videos. 


Now we're offering you the biggest stars at a new visionary price! 
Contact your distributor for details. 


Academy Award* and Oscar® are registered trademarks and service marks of the Academy of Motion Picture Arts and Sciences 


Available Day and Date, $24.95 srp Item #963-060-092-2 
Special Features include Featurette, Theatrical Trailer and 
Cast Filmographies. 
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HOME ENTERTAIN IMENT 


Hollywood 
tries new 


DVD concept 
Hollywood Video is 
experimenting with 


DVD-only rental 
stores in its home 
market of Portland, 
Ore., and possibly in 
other locations. One 
small Hollywood 
location in Portland 


is currently being 
“transitioned” to the 
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A pressing issue for DVD 


The experiment a 


; Replicators ramp up Bic DVD RELEASES EXPECTED THIS YEAR 
illustrates Holly 
as ie disc orders 


th a planned 


July 12 opening. A 


ywood spokes- 
man declined com 


ment on the test 


: z : TrTLe/SupPLiER REPLICATOR RELEASE DATE 
arrive from studios é) Erin Brockovich/Universal Panasonic Aug. 15 
By Diane Garrett YS Braveheart/Paramount Panasonic Aug. 29 
Fodiv idual DVD orders \ Magnolia (two discs)/New Line WAMO Aug. 29 
was high as 10 million The Sound of Music/Fox Panasonic Aug. 29 
units are pouring into ss ; T2; Ultimate Edition/Artisan WAMO Aug. 29 
replicators from suppli- j mie ty Men in Black (one/two discs)/Columbia Sony Sept. 5 
uPA ers projecting massive Gladiator/DreamWorks Technicolor Oct est. 
IN 8 1 D-E sales through the ; Jurassic Park/Universal Panasonic Oct. 10 
fourth quarter. The Lost World: Jurassic Park/Universal Panasonic Oct. 10 
= latebroak | Renin eterhe Toy Story | & 2 (twolthree discs)/BuenaVista Technicolor Oct. 17 
Wachaniciout have been fever- Chicken Run/DreamWorks Technicolor *TBA 
: ishly expanding pro- f Mission: Impossible 2/Paramount Panasonic *TBA 
at Fox studio duction | capaciey sa. The Patriot/Columbia Sony *TBA 
Industry veteran Bill ao men, AS The Perfect Storm/Warner WAMO *TBA 
Mechanic abruptly bracing for a tidal wave of + To be announced 
resigned as chairman demand for movies making tions (WAMO) and Sony onslaught, but they concede _Late in the fourth quarter of 
and CEO of Fox their DVD debut this year. Disc Manufacturing have at that still might not be good _—1999, replicators strained to 
Filmed Entertain- Technicolor, Warner least doubled their capacity enough should sales spurt meet demand when suppli- 
mennlarallachecia Advanced Media Opera- to handle the expected the way they did last year. continued on page 62 
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MEN IN BLACK 


Going a Mile a minute 


Warner title tops VHS rental, DVD sales charts in first week 


Oscar nominee gener- 


Year to date 


By Enrique Rivero = Sixth Sense pulled more 
LE this case, the les va consumers into stores 
“sreen” in Warmer pending] during its bow. 
Hom Mee ie Week ended June 18 Green RES bates 
lechanic money. 2 iven it is the 
in Th + %o A : 
The $136 million (HO from oD) first major rental title 
| 
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Not just big 
on video 

The Sixth Sense is 
also setting pay-per 


ated $17.9 million in 
rental and 
more than 5 million 


revenue 


$4.1 billion 
(+3.4% from 1999) 


| VB Market Data 


released by Warner 
since the supplier 
announced it would 
begin selling all rental 


olumbia TiStar’s Men in Black and the 


; tums on VHS for the | begins on page 54. product direct to two installments of Buena Vista's Toy 
view records. week ended June 18, eee eS retailers in September. Story are coming out on DVD startin g in’ 
Page 4 resulting in the sec- fora title in its open- _ Distributors weren’t September. See stories on page 62,63. 


ond-best performance 


ing week. Only The 
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WHOLESALER WILL SHED ‘BAD ATTITUDE’ TOWARD VIDEO 


Way down in the Valley, 
Cohen looks for way up 


By Joan Villa 
ws: into his current 
tenure as interim 
CEO of wholesaler Valley 
Media, founder Barney 
Cohen has a profit plan 
that includes selling 
video in equal propor- 
tions to music, taking a 
financial hit to reduce 
Valley's stock and 
restaffing key positions. 
“You could say Valley 
had a bad attitude toward 
the video business, and 
now that will change,” 
Cohen told VB during an 
interview in which he 
outlined his strategic 
plan for the Woodland, 
Calif.-based distributor. 
Valley recently reported 
an annual net loss of $4.6 
million on virtually flat 
sales of $891.5 million 
(VB, 5-29). 
Cohen expects Valley 
to boost its video sales to 


@ Barney Cohen 


represent 50% of compa- 
ny revenue, now at 35%, 
in part by introducing 
DVD to its music and 
video sell-through 
accounts. For example, 
Valley recently closed a 
deal to supply DVDs to 
the Books-A-Million 
chain, Cohen said 

“They never carried the 
video category before and 
now, because of DVD, 
they said, ‘Let’s give it a 
shot,” said Cohen, who 
stepped in after president 


and CEO Rob Cain de- 


"We have 
approximately 
$25 million to 
$30 million of 
inventory that 
we wish wasn’t in 
our warehouse,’ 


Barney Cohen, 
Valley Media 


parted in mid-May (VB, 
5-22). “That’s what you 
get with a new format, a 
chance to make inroads 
into new retail space.” 
At the time, 
Cohen is one week into a 
13-week process of rein- 
ing in operational costs 
by controlling and reduc- 
ing excess video invento- 


same 


ty, a job he labeled “one 
of my top priorities.” 
“We have approxi- 
mately $25 million to 
$30 million of inventory 
continued on page 60 
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Census counts up 
to 27,882 stores 


Study provides first ‘hard data’ on rental | 


By Enrique Rivero 
Ae census commis- 
sioned by the Video 
Software Dealers Associa- 
tion and the National 
Association of Video Dis- 


tributors 
27,882 video rental store- 


has counted 


fronts in the country as of 


November 1999. 

A more telling figure, 
however, may be 19,837. 
That's the 
storefronts that derive 
50% or more of their rev- 
enue from DVD and VHS 
rentals and as such are 
likely to be rental special- 
ists rather than supermar- 
kets or other combination 
businesses. 

The study, the first for- 
mal count of U.S. video 
stores, was conducted by 
the 


accounting — firm 


Arthur Andersen. NAVD's 
distribu- 
tors—including the now 
defunct M.S. Distributing 


nine member 


USMS. TE Alb 


Sixth Sense ¢ opens the window 1 to pay- per: view record 


iding an early 30-day 
' digital pay-per-view 
window and aggressive 
' industry marketing, Buena 
| Vista Home Entertain- 
ment'’s The Sixth Sense is 
on track to become the 
) most lucrative PPV movie 
| of all time. 
» The Sixth Sense, which 
generated nearly $300 
million at the box office, 
will pull in more than $8 
million in combined digital 
and analog PPV sales, 
besting fellow Buena Vista 
title The Waterboy, which 


eamed $5 million, sources 
said. The Sixth Sense has 
nearly $40 million in 
video rental revenue. 

In Demand executive 
VP of entertainment 
Mark Sonnenberg said 
The Sixth Sense generated 
a 20% to 25% buy rate 
among digital-cable 
homes. Even after its 30- 
day digital run, the movie 
remained strong in analog 
distribution, generating an 
early 65% to 7% buy rate, 
he added. 


In p comparison, The 
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i The Sixth Sense will bring in more than $8 million in 
digital and analog PPV sales. 


Waterboy generated 
about a 20% digital buy 
rate and a 64% analog 


buy rate. i 
Buena Vista Pay TV 


continued on page 60 © 


number of 


and Sight & Sound Dis- 


tributors—supplied 


the 


retail locations for the 
count 
sought to count all stores 
with more than 100 copies 
for rental, did not include 
stores that are supplied by 
sub-distributors, 
VSDA Bo 
Andersen estimates at 


between 4,500 and 5,000. 


president 


Still, Andersen said the | 


study is a reliable count of 
video stores, and he called 
it the “cornerstone for 
tracking the 
going forward.” 


industry 


“I'm very pleased that | 


continued on page 63 


The study, which | 


which | 


Video City, West | 


Coast wear red 
on way to altar 


By Joan Villa 
ngaged retail chains 
West Coast Entertain- 

ment and Video City last 
week filed separate earn- 
ings 
widening losses, slipping 
revenue and higher opera- 


reports showing 


tional costs associated with 


their expected merger this | 


summer. 
Since much of the losses 
came from merger-related 
issues, Video City presi- 
dent and COO Richard 
Gibson said he is pleased 
with the and 
believes the combined 
companies will be prof- 
itable. He said he antici- 
continued on page 62 
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Rentrak sues 
shareholders 


join forces again 


scene 


‘Stephen Nickerson, VP of world- 
wide DVD marketing for Warner 
Home Video, was elected presi- 
dent of the DVD Entertainment 
Group. Nickerson replaces Paul 
Culberg, formerly of Columbia Tri- 
Star Home Video, who recently 
Jpined VM Labs Inc Also elected to 
"the group's board were Mitchell 
eee ee alipance=t of Buena 
_ Vista Home Entertainment, 
arshall Forster, senior VP of 


+ 
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Video vet Mechanic 
exits as Fox studio head 


mm Bill Mechanic left his post as chairman and 
CEO of Fox Filmed Entertainment late last 
week. Studio chief since December 1996, 
Mechanic joined Fox three years earlier from 
Disney's video division. While there, Mechan- 
ic pioneered sell-through to mass merchants, 
building Buena Vista Home Entertainment 
into double the size of any competitor. He 
leaves Fox to form an independent film com- 
pany after a string of costly flops, most recently 
Titan A.E. At press time, it was unclear how 
his departure would affect Fox’s Video Soft- 
ware Dealers Association convention sweep- 
stakes. Mechanic was to lunch with a winner. 


@@ Rentrak Corp. has filed suit to block a 
group of dissident shareholders from replac- 
ing the company’s nine-member board with 
its own slate of five directors. The action 
was taken in response to the group’s efforts 
to call a special meeting of shareholders for 
an election to replace the Rentrak board. 
The group seeks to oust CEO Ron Berger, 
conduct a financial review and execute a 
plan to build shareholder value (VB, 6-12). 
Rentrak executives declined to comment 
other than to acknowledge the company 
filed a complaint in U.S. District Court in 
Portland, Ore., charging the group with vio- 
lations of the Securities and Exchange Act. 


Tower, Good Guys 


@™ Tower Records/Video is testing a store- 


within-a-store concept inside two Nevada 
Good Guys locations this summer. The 
Tower Express stores will carry about 30,000 
audio CDs and 5,000 DVDs. Tower Express 
is the latest collaborative venture between 
the West Sacramento, Calif.-based chain 
and Good Guys. The 100-store audio-video 
combo chain operates several stores upstairs 
from Good Guys and more recently joined 
forces with the consumer electronics chain 
on five Wow superstores. 
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Closeout Video & DVD Movies Co 
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@ Sight & Sound's inventory will be on sale at 
CloseoutVideo.com in the next few weeks. 


S&S inventory goes 
to CloseoutVideo.com 


@@ E-tailer CloseoutVideo.com has acquired 
the inventory of defunct distributor Sight & 
Sound—more than 205,000 VHS and DVD 
units across 6,600 titles. Sight & Sound 
closed its doors March 3, leaving Major 
Video Concepts to assume the distributor's 
account base (VB, 3-13). CloseoutVideo 
chairman Ben Kugler said the company 
hopes to have the inventory available for 
sale on the Web site within 30 days. With 
the addition of the Sight & Sound titles, 
CloseoutVideo’s inventory will include more 
than 20,000 titles. CloseoutVideo is an 
operating division of Clearwater, Fla.-based 
Distribution Video & Audio. 


nn SCEnCKnoted 


sales at 
Columbia 
TriStar... E- 
tailer NetFlix. 
com announced 
two new hires: 
Leslie Kilgore 
as VP of market- 
ing and Ted 
Sarandos as VP of content acquisi- 
tions. Kilgore was director of market- 
ing at Amazon.com, and Sarandos 
worked with Video City as VP of 
product and merchandising... 


B Nickerson B@ Millonzi 


- 


Rentrak Corp. 
promoted Tim 
Erwin toVP of 
customer rela- 
tions. He was 
senior director of 
customer rela- 
tions.... New 
Line Home 
Video appointed Roy Millonzi VP 
of sell-through sales, Jim Chapman 
executive director of rental sales and 
Norm Burrington executive 
director of sell-through sales. 


Hastings clears 
one more hurdle 


@@ Hastings Entertainment is back on track 
with the Securities and Exchange Commis- 
sion after months of coping with fallout 
from years of accounting errors. Last week, 
the Amarillo, Texas-based chain filed its 
first fiscal quarter earnings and received 
notification that it was no longer in danger 
of NASDAQ delisting. The chain posted a 
$462,000 loss for its fiscal first quarter 
ended April 30, a decline from a $2.7 mil 
lion gain during the comparable period last 
year. Revenue grew 9.9% to $110.5 million, 


with comparable store revenue inching up 
1.6% and video rental revenue climbir 
13.2%. However, Hastings couldn't fu! 
enjoy the gain because of an accountir: 
change instituted last year. The chy 

faces six class-action suits stemming from its 
restatements. 


Artisan, VB add Blair 
Witch party to VSDA | 


@ Artisan Home Entertain- 
ment will host a Blair 
Witch-themed party at the 
Video Software Dealers 
Association convention in 
Las Vegas to promote the 
repricing of the original The Blair Witch 
Project to $9.98 and the Halloween theatri- 
cal release of the sleeper hit’s sequel. Video 
Business will co-sponsor the event, to be 
held Saturday, July 8, at the Hard Rock 
Hotel. The party is open to all full regis- 
trants of the convention. It begins at 10 
p.m. and will feature prize giveaways includ- 
ing a trip for two to the premiere of The 


Blair Witch Project 2. 


noted 


Barnes & Noble Inc. completed 
its acquisition of videogame retailer 
Funco Inc. for $161.5 million. 
Bames & Noble also operates 
videogame chain Babbage's Etc. The 
merger of Funco and Babbage's cre- 
ates the world's largest videogame 
retailer. ..Responses by Viacom and 
six co-defendant studios to FAIR’s 
petition for class certification in its 
federal antitrust suit were sealed by the 
Presiding judge. A ruling is pending. 
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“Visually amazing. The cast was great.” ».., 


“It was a terrific and 


fascinating movie.” 
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The Mod Squad “Joan Allen can do no wrong.” 
Mimic Ted Muiphy, ‘Boseline.Mallyvrood.com 


JEFF DANIELS “Nery powerful, 
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onan ye Kubrick, very Altman.” 
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Academy Award® Nominee 
ROBERT FORSTER “Nery cool...The cast was 
Me, Myself, and frene amazing.” ‘Dale Brasel, FLAUNT 
sycio 


Jackie Brown 
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Mission to Mars 


TheGreen Mile Enter a'world of seven 
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~~ © Apollo 13 snes up in tel es 
completely: altered when their 
se mca BIE fates collide at gunpoint. 
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The census doesn’t 
capture the current 
dynamic at retail. 


THE VOICE OF VIDEO BUSINESS 


Counting for little 


f anyone was hoping the on-again, off- 

again “census” of video rental store- 

fronts, which finally arrived last week 
after years in the making, would shed any 
real light on the dynamic going on now at 
retail, they'll be disappointed. 

The picture drawn by VSDA and NAVD is 
static: There are about 28,000 stores in the U.S. 
that have more than 100 pieces of video soft- 
ware to rent. Well, that number has been 
bandied about as conventional wisdom for years. 
Ata glance, it looks as if nothing has changed, 
and we all know 
that isn’t true. 

The real story is 
in breaking down 
that number, and 
the census doesn’t do that sufficiently. The 
only distinction it makes is between stores 
that derive more than 50% of their revenue 
from video rental and those that derive less 
than 50%—roughly, video rental specialists 
vs. more general merchants that also 
rent video, if you will. 

Ir’s the 8,000-plus stores in the lat- 
ter category that I’m really curious 
about. Are they supermarkets, 
Hastings and the few other 
combo operations left out there, 


OSX 
oN" 
2 y 


a 


maybe a specialist here and there that really 
does a bang-up business in tanning or pizza? 

Of the stores in the specialist category, how 
many are a part of public chains? (About 
7,500 would be my guess.) Small chains? 
Single stores? 

Let’s accept, for the sake of argument, that 
this census is just a first benchmark, that fol- 
low-up studies are to come. I hope they will 
attempt to go deeper, to document the mar- 
ket share shifts we all know are going on at 
retail, to capture how many stores—and 
what kinds—are opening and how many 
stores—and what kinds—are closing. A 
study a year or two from now that says the 
total number of video stores is 22,000 or 
32,000 without more sophisticated context 
won’t be any more enlightening than the 
current release. 
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FREQUENCY 


©2000 Warmer Home Video. 


Here’s 

all you 

need to 

get in 

on the 
excitement. — 


Call us for your account 
sign-up package or visit 
us on-line for more details. 
(877) 277-9872 
whvdirect.com 


OBSERVATIONS AND OPINIONS 


Early adopters and the mass market often have different motivations for technology 
use and respond differently to changes in pricing, windows and other market parameters. 


e 
sweeting 
PERCEPTION VS. REALITY 


dams Media Research president Tom Adams will proba- 

bly be a pretty unpopular guy at the next number crunch- 

ers’ holiday clambake and ball. This month, he broke the 
unwritten rule of the business forecasters’ fraternity by publicizing 
the fact that he got a forecast wrong. 

As reported recently in Video Business (VB, 6-5), Adams an- 
nounced that actual movie pay-per-view revenue for the studios last 
year came to $342 million, well below the $600 million he and oth- 
ers had predicted. Asa result, he said, he was scaling back his fore- 
casts for future years as well. 

Asa former cruncher of sorts myself, I know how often that really 
happens. But within the fraternity, it’s considered bad form for a 
member to draw attention to that unpleasant reality by putting out 
a damn press release when you blow one. 

All the more reason Adams deserves credit, of course. 

Still, some of Adams’ recent findings, in retrospect at least, aren’t 
all that surprising. 

Most notably, he discovered that buy rates on near-video-on- 
demand systems averaged about 85% per month last year, not the 
nearly 200% per month DirecTV was pulling in previous years. 

As Adams noted, analysts erred in projecting DirecTV's buy rates 
to the entire universe of direct-broadcast-satellite subscribers, even 
though DirecTV subscribers made up only half the universe. Once 
DirecTV acquired Primestar in April 1999, its overall buy rates fell. 

Another factor perhaps overlooked by analysts is that per-capita 
usage rates for any new entertainment technology al- 
ways fall over time. 

In the early days of the VCR boom, average 
monthly rentals per household were sky high. As 
the VCR penetrated more and more 
households, however, average 4 
household use dropped. - 

The first people into any new 
technology are, by definition, the 
most highly motivated to use it. By 
the time a technology reaches 
mass-market proportions, its uni- 
verse obviously includes a high 
percentage of people who were in 


been expected. 


no hurry to go out and buy a new 
piece of hardware. Only when the 
technology’s entry price fell low 
enough to justify their own low 
level of usage did they make the 
investment. 

The same process will happen with DBS if it ever reaches mass- 
market proportions. The first 5 million people in—those who were 
posting 200% monthly buy rates—are what forecasters call the low- 
hanging fruit. 
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Executive summary 

© According to Adams Media Research, last 
\ year’s PPV revenue totaled slightly more than 
} half of the $600 million that had been predicted. 
¢ By looking at the historical arc of revenue for 
U video rentals, the dip in PPV buy rates should have 


¢ As technology hits mass-market proportions, the novelty 
factor wears off and buy rates fall, as happened with VCR sales. 

¢ When considering release windows, studios should take 
into account that if consumers are buying movies via PPV, 
they could eventually threaten the video rental business. 


Another factor that would nat- 
urally tend to depress per-capita 
buy rates is that, even among 
early adopters, use tends to fall 
over time. Once again, the pat- 
tern was seen in video: The longer 
people owned their first VCR, the 
less they tended to use it, either 
for time-shifting or playing rented 
videos. 

Part of that falloff is simply the 
novelty factor at work. New toys 
are always the most interesting, 
but no toy stays new forever. 

Another factor in the decline of 
use is that household composition changes over time. The use of 
home entertainment technology tends to be highest in households 
with children under 17. As those children age, however, unless 
they’re replaced by younger siblings, home entertainment use tends 
to fall. Households aren’t static entities. They're dynamic, and their 
behavior patterns change over time. 


dams’ reconsideration of his NVOD forecast ought to give 
the studios something to think about as they consider 
what to do with release windows. 

Early adopters and the mass market often have very different lev- 
els of motivation for using a technology and will respond differently 
to changes in pricing, windows and other market parameters. 

Early DBS adopters, for instance, who generated very high 
monthly PPV buy rates, were obviously heavy movie watchers, who 
might be highly motivated by earlier PPV windows. 

As the DBS base expands, however, along with the cable-based 
NVOD market, it may get harder to influence users to order more 
movies simply by changing the window. 

And the studios need to think 
about the overall structure of their 
business, not just how many movies 
people watch on what system. 

Earlier PPV windows might spur 
marginally higher buy rates, but 
they could also siphon off enough 
rentals to threaten the economic 
underpinnings of the video rental 
business. 

The number of lost transactions 
needed to threaten the video rental 
business is probably far lower than 
the number of new PPV transac- 
tions needed to significantly bolster the DBS business. 

Even for the studios, how people see a movie can be as important 
as how many see it. m 

Paul Sweeting (psweeting@cahners.com) also writes a weekly col- 
umn for Variety. 


Based on a novel by the best selling author of 


They picked the wrong place 
and the wrong time 
to betray the wrong man 
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CONTACT YOUR DISTRIBUTOR FOR DETAILS 


“THE DAY OF THE JACKAL” 


Color/91 min /RI= 


LAYOUT AND DESIGN ©2000 SPARTAN HOME ENTERTAINALENT, LLC. 


STARRING: ANTONIO SABATO, Jf. 
The Big Hit, “Melrose Place’, Cutaway 2000 Release 


MILITARY ACTION CONSISTENTLY 
DOMINATES! 
A FEW GOOD MEN 
NAVY SEALS 
COMMANDO 
‘RAMBO 
THE GENERAL'S DAUGHTER 
PATRIOT GAMES 


Harry Gordini, a college professor by day and lethal NAVY SEAL by night 
is forced to use his deadly military training when he and his family 
accidentally become pawns in a War between a dangerous drug cartel 
and US government agents. 


90 Day PPV Window 

Day and Date DVD 

Spanish Version Available 

Trailered on “Shadow Warriors” and 
“Ancient Evil” 


“Trailering subject to change 


SINGLE catalog# SPOS10 
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OVD Catalog# SPOSIODVD 
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Distributed by MTI 
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MHEBRE THE VISION LIVES 


@ Ben Affleck and Charlize Theron try to avoid being iced 


in Reindeer Games. 
THRILLER 


Reindeer Games 


Ashley's gun-running brother 
Gabriel (Sinise), who is plotting 


VB REVIEWS NEW RELEASES EDITED BY LAURENCE LERMAN 


their sofas. —Irv Slifkin 


Street: July 25, Prebook July 3 
Cast: Linda Purl (Mighty Joe 
Caulfield (The A Kr 
Stacy Hogue, Behr (A 
Earl Holliman (Big City Blues) 
Director. Doug Campbel! 
TRIMARK 


they’re not glued to the edge of 


The Perfect Tenant 


Color, R (mature themes, language) 
93 min,,VHS rental pnce, DVD $24.99 


Story Line: Struggling restau- 
ranteur Jessica Michaels (Purl) 
rents her guest house to hand- 
some, well-mannered Bryan 
Hartwell (Caulfield), who seems 
to be the perfect tenant. 


Color, R (mature themes, language, 
violence, sexual situations, nudity), 104 min. 
PPV: 59 days, CC,VHS rental price, 

DVD $29.98 

Street Aug: 8, Prebook July 18 

Cast: Ben Affleck (Boiler Room), Charlize 
Theron (The Cider House Rules), Gary Sinise 
(Snake Eyes), Clarence Williams Ill (The 
General's Daughter), Dennis Farina (The 
Mod Squad), Donal Logue (Blade), James 
Frain (Elizabeth) 

Director: John Frankenheimer 
DIMENSION/BUENA VISTA 


Story Line: After being 
released from prison, car thief 
Rudy (Affleck) assumes the iden- 
tity of cellmate and former casino 
worker Nick (Frain) so he can 
meet Ashley (Theron), a woman 
with whom Nick has exchanged 
love letters while behind bars. 
Their meeting is interrupted by 


eipers trom 
VARIETY 


COMEDY 


The Whole Nine Yards 


to rob a casino with his cronies 
and wants Ashley’s pen pal to 
spearhead the crime. 

Bottom Line: You gotta appre- 
ciate the humor in a movie in 
which a bunch of sleazy, gun- 
toting hoods don Santa Claus 
suits to pull off a heist. And 
while the heavily publicized 
crime story tallied a just-okay 
$23 million at the box office and 
received mixed reviews, there’s 
much to enjoy here, from Sinise’s 
way-over-the-top tum as head 
hood and Theron’s gung-ho 
luridness to veteran helmer 
Frankenheimer’s slam-bang 
direction. It all adds up to a sure- 
fire rental hit that'll have cus- 
tomer’s “ho-ho-ho”-ing when 


Color, R (bref nudity, language, mature themes), 99 min, 


CC.VHS rental price, DVD $24.98 
Street: July 18, Prebook June 27 


@ Here’s your deposit: Maxwell 
Caulfield is a crazed border in 
The Perfect Tenant. 


Cast Brice Willis (The Sixth Sense), Matthew Perry (TV's 
Friends), Rosanna Arquette (Pulp Fiction), Michael Clarke 
Duncan (The Green Mile), Natasha Henstridge (Species), 
Amanda Peet (Isn't She Great) 

Director: Jonathan Lynn 

WARNER 


Variety Said: A genre that has seemingly 
been done to death—the hit-man comedy— 
gets another reprieve in this a crudely funny 
farce that covers no new ground but sees its 
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Mi Matthew Perry (I.) shares a laugh with hit 
man Bruce Willis and Amanda Peet in The 
Whole Nine Yards. 

talented players running some surefire plays. 
Willis will deliver the customers, but it’s Perry 
who will attract the most attention in a pratfall- 
filled tum that bears comparison to what Tom 
Hanks was doing years ago. This broad crowd- 


However, he’s really a cold- 
blooded psychopath secretly 
planning to kill his landlord, 
believing her responsible for his 
disgraced father's suicide 

Bottom Line: Small-screen 
vell veteran Purl co-produced this 
predictable thriller, which, aside 
from heated language here or 
there, Is very much like some 
thing you might expect to see on 
Lifetime or AGE. The plot 
unfolds smoothly, with important 
details of the back story | ent 
ed in brief flashbacks. | ! 
the situations have th 
familiar ring of an a 
product, so Perfect 


not be expected to 


enthusiasm. —Ed 


Story Line: Professional thief 
Macklin (Baldwin) likes to lay 
low between jobs, but that’s not 
good enough for Pointy Williams 
(White), a ghetto-based competi- 
tor who wants him eliminated 
Their personal feud escalates into 
open warfare that eventually 
finds both the cops and the mob 
vying to take them out. 


pleaser has the commercial goods. 
—Todd McCarthy 

VB Takes a Look: The Whole Nine Yards 
bubbles over with clever jokes about dentists, 
Canada and mobsters, but it’s the extremely 
talented cast that distinguishes it from the 
season's other comedies. Perry’s befuddled 
facial expressions translate well from the 
small screen, and Willis’ smug mafioso confi- 
dence is dead on. Rounding out the fun is a 
game supporting cast, including rising star 
Peet as a dental assistant/gangster wannabe. 
Although the film loses some steam toward 
the end, its $57 million at box office is proof 
that a solid buddy flick/date movie/mob 
satire can still deliver a long, hearty, prof- 
itable laugh. —Mayna Bergmann 


Bottom Line: Despite his 
matinee-idol looks, Baldwin has 
always portrayed a better heavy 
than hero. When he plays villains, 
he often projects a brooding 
malevolence that could erupt at 
any moment into violence. Thick 
as Thieves gives him such a role, 
making this medium-budget 
thriller one of his better starring 
vehicles. Sanders handles the 
action credibly and maintains 
tension even when he's investing 
many scenes with ironic, darkly 
comic moments. And De Mornay 
Is SO CONVINCING as a Street-wise 
cop that one wishes she had more 


Ed Hulse 


to do. 


ADVE? URE 


the Amazon 


Cast Sandra Bullock (Practical Magic), Craig 
Sheffer (Bliss), Juan Fernandez (Saint and 
Sinners), Judith Chapman (Night of the Running 
Man) 

Director: Luis Uosa 

NEW HORIZONS 


Story Line: A “Save the Rain 
Forest” activist (Bullock) anda 
photojournalist (Sheffer) 
encounter danger and romance 
when they travel down the 
Amazon to investigate the murder 
of a famous environmentalist. 

Bottom Line: Yes, she’s nude! 
This notorious 1993 film, never 
before released on video and the 
subject of numerous tabloid TV 
segments and Internet postings, 
features Bullock in one fairly 
steamy, albeit shadowy, sex scene 
with co-star Sheffer. It’s wild how 
this movie has grown into the 
Holy Grail of celebrity skin over 
the years, but now the cat is out of 
the bag, as it were, and those inter- 


ested in the unrated version of the 
film can finally see what they've 
been missing—which isn’t all that 
much, truth be told. Those unin- 
terested in the nudity can never- 
mind the Bullock and check out 
Peruvian-born filmmaker Llosa’s 
lush, experienced take on the 
South American jungle, which he 
further developed in such films as 
Anaconda and Sniper. —Cyril Pearl 


SCI-FI ACTION 


Isaac Asimov’s 
Nightfall 


Color, R (mature themes, language, 
violence), 85 min.,VHS rental price, 

DVD $14.98 

Street: July 25, Prebook July 3 

Cast: David Carradine (TV's Kung Fu: The 
Legend Continues), Jennifer Burns (Haunted 
Symphony), joseph Hodge (The Siege) 
Director: Gwyneth Gibby 

NEW HORIZONS 


Story Line: Religious cultists 


on the planet Aeon believe their 
nearly annihilated civilization 
will soon suffer another catastro- 
phe when eclipses blot out their 
six suns. A scientist (Carradine), 
his daughter (Burns) and a dissat- 
isfied cultist (Hodge) attempt to 
allay the fears of their people. 
Bottom Line: Isaac Asimov's 
classic 1941 story, replete with 
stimulating concepts, has been 
pillaged by sci-fi filmmakers for 
decades. For its “official” adapta- 
tion, Nighefall deserved better than 
this bland, often clunky low- 
budget production. Limited re- 
sources, when carefully expended, 
can frequently camouflage produc- 
er parsimony—such is not the case 
here. Director Gibby obviously 
didn’t get the most bang for her 
buck. The cinematography never 
fully exploits the inherent visual 
possibilities of exotic locations and 


a 
12} rate DVD a groovy trivia game that provides clues linking viewers to the appropriate 
scene or reminiscence on the disc. Yet the overall effect is blander than one 
might expect given the chills the movie unleashed in 1975, Steven Spielberg's 
fies 4 , 5 98), revered stature today and the anticipation surrounding the film's long-await- 
director ‘Susan Seidelman, ed debut in the digital format. Even the screen menus 
and M lack the verve of other special editions. There’s no 
doubt many will relish the disc, but it could disap- 
point movie buffs familiar with less sanitized pro- 
York ‘downtown club scene, cast in the film's titular duction lore in such books as Peter Biskind’s Easy 


role. Seidelman, then an indie director with the Riders, Raging Bulls. Production-wise, it’s sound. The 


‘music-oriented cult hit Smithereens under her belt, print is anamorphic widescreen 2.35 and it sports 


persisted despite the singer's limited acting chops, both Dolby Digital 5.1 and DTS 5.1, the better to 


and Madonna was cast after a few drama classes. By experience John Williams’ pulsing score 


—Diane Garrett 


All revved up 


Bruce Brown’s!971 enthusiastic documentary On Any Sunday helped popu- 


the time the movie was released in 1985,Madonna’s 
. § @ Portrait of the filmmaker as a young man: 
Steven Spielberg circa 1975 during the 
making of Jaws. 


lea O aibored New er house- 


5 
olred 


a 


larize motorcycle racing in the same way his 1966 film The Endless Summer 


mythologized the world of surfing. On Any Sunday Revisited (Monterey, 
infenor to 


S S378) 


color, NR, 60 min. plus supplements, stereo, fullscreen, $19.95) is a docu- 


mentary by his son Dana Brown, recounting the making of the film, which 
included the financial and emotional support of cycle enthusiast Steve 


McQueen, and catching up with its major players through contemporary 


Seite it’s ian 


The Jaws Anniversary Collector’s E 


interviews. On Any Sunday Revisited’s central selling point is its use of never- 


n(color, PG, [25 min., plus sup- —_ before-released footage from the original film, but it's primarily an effective 


plements, Dolby Digital 5.1 and DTS. anamorphic widescreen 2.35, $26.98) and entertaining promotional tool hyping the rerelease of On Any Sunday and 


is a perfectly fine DVD but lacks tie bite of the groundbreaking movie it just- its sequel On Any Sunday II on VHS, DVD and in a special boxed VHS set 


ly celebrates. Sure, there's an fatormative making-of featurette—minus some 


a 


Supplements include an informative audio interview with Bruce and Dana 


of the juicier anecdotes from a longer yersion that appeared on the Brown and comprehensive biographies and a scrapbook of photos of both 


laserdisc—plus obligatory sets of deleted scenes and outtakes.There’s even the racers and McQueen. —C.S. O'Brien 
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massive sets, and a horde of extras 
and stuntmen are poorly deployed 
during a climactic battle scene. 
Genre appeal will probably give 
Nightfall a boost, but don’t expect 


raves from customers. —Ed Hulse 


DRAMA 


The War Zone 


Color, NR (mature themes, graphic sexual 
situations, language. violence), 99 min.. VHS 
(letterbox) rental price, DVD $29.95 
Street: July 18, Prebook June 29 

Cast: Ray Winstone (Ni! By Mouth), Tilda 
Swinton (Love Is the Devil), Freddie Cunliffe, 
Lara Belmont 

Director:Tim Roth 

NEW YORKER 800.447.0196 


Story Line: In modem-day 
English countryside, lonely 
15-year-old Tom (Cunliffe) is 
tormented by suspicions that his 
father (Winstone) and his 
17-year-old sister Jessie 
(Belmont) may be harboring a 
horrific family secret. 

Bottom Line: Topping the 
“Best of 1999” lists of several 
prominent film critics, actor 
Roth (Rob Roy, Reservoir Dogs) 
makes a stunning directorial bow 
with the stark, savage The War 
Zone. Reminiscent of fellow actor 
Gary Oldman’s Nil By Mouth and 
the improvisational films of Ken 
Loach, this bare-bones produc- 
tion tackles an extremely disturb- 
ing subject in an unflinching, in- 
your-face manner. Excellent tums 
by noted English actors 
Winstone and Swinton are near- 
ly overwhelmed by first-time 
performances from Cunliffe and 
the shockingly effective Belmont, 


and intended for mature audi- 
ences only. —C.S. O'Brien 


EROTIC THRILLER 


The Murder in 
China Basin 


Color, NR (mature themes, sexual 
situations, nudity, language, violence), 

92 min. VHS rental price 

Street July 25, Prebook June 30 

Cast: Noe! Harmison (Deja Vu), Elizabeth 
Rossa (Six Degrees of Separation), Chris 
Byrne (Titanic), jennifer Starr (Under Siege 2 
Dark Terntory) 

Director: Norman Gerard 

RAVEN RELEASING 


Story Line: When eccentric 
millionaire George Guest 
(Harrison) is found murdered, 
suspicion falls on auto repairman 
Steve Thaler (Byrne), who has 
been sleeping with Guest’s over- 
sexed trophy wife (Starr). 
Desperate to clear himself, Steve 
enlists the aid of his ex-wife 
(Rossa), a former detective 

Bottom Line: Filmed entirely 
in Los Angeles over 18 days and 
self-financed by producer/ 
director Gerard, The Murder in 
China Basin is one of the most 
interesting shoestring produc- 
tions to come down the pike ina 
long time. The story treads 
familiar ground, but it’s peopled 
with interesting characters— 
especially Harrison’s, who bursts 
into song at regular intervals 
before being dispatched, and 
Rossa’s, a recovering alcoholic 
thrown off the police force after 
her divorce. There's a surfeit of 
kinky eroticism too, and it’s not 
just the typical grappling 


@ Lara Belmont is tormented by her father Ray Winstone in 
The War Zone. 


making Roth’s work all the more 
impressive. A must-see entry for 
any serious film fan, The War 
Zone is extremely explicit on 
both narrative and visual levels 
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between surgically enhanced 


blondes and hard-bodied himbos. 


Another layer of production 
polish might have made The 
Murder in China Basin a terrific 


look who’s 


really emotional.” 


face a little too late in the game. 


Hannibat—Moore is pragmatic. 


neo-noir, but it will probably 
turn frequently even as is 


—Ed Hulse 


HORROR 
Playing Dead 


Color, NR (mature themes, sexual 
situations, nudity, language, violence), 

101 min., PPV: 90 days, VHS $59.99 
Street: July | 1, Prebook now 

Cast: Mark Hanson, Meagan Mangum, Rick 
Herod 

Director: Brad Keller 

ENTERTAINMENT DISTRIBUTING 
800.541.1008 


Story Line: Victoria 
(Mangum) plans to redeem the 
soul of her undead boyfriend 
Bobby (Hanson), condemned to 
hell after overdosing on heroin. 
The devil is willing to trade 
Bobby for the souls of six other 
people, whom Victoria must lure 
to the local cemetery and murder. 

Bottom Line: Despite its rough 
edges, the shot-on-video Playing 
Dead is an eamest little chiller that 
genre fans may like. Without 
recognizable stars or elaborate 
special effects, Keller probably 
should have ladled out more gen- 
erous helpings of sex and blood. 


“Linda doesn’t know who she is or what she's 
feeling and can only try to explain it in the most 
vulgar terms possible,” said Julianne Moore of 
her character in New Line's Magnolia (street July 
25, prebook July 5).“‘She’s one of the most guilt- 
ridden women you've ever met and she's really, 


Magnolia marks the second time Moore has 
worked with writer/director Paul Thomas 
Anderson. For her previous outing with him in 
1997's Boogie Nights, Moore was nominated for 
an Academy Award for best supporting actress. 

Anderson wove Magnolia from nine intercon- 
nected stories that unspool during the course 
of a stormy day in Southern California. Written 
specifically for Moore, Anderson's Linda is the trophy wife whose true feel- 
ings for her dying TV producer husband (Jason Robards) come to the sur- 


“I was just kind of whirling as an actor, trying to find something to hang 
onto,” Moore said of the role.‘And audiences sometimes can't bear to watcl 
a character like that. Doing her language was one of the most difficult thing 
in my career. The explanation | gave for her profanity is that she’s very much 
someone who's not defined at all. She identifies herself by her surr ; 
and her marriage.When she has to deal with this enormous emotic 
has nothing but the strongest words she knows, which are profane 

On handling both a personal life and full-steam-ahead carees 
late has included leading roles in such varied projects as Gus V. 
remake of Psycho, The End of the Affair (for which she was also nominated 
for an Oscar), Robert Altman's Cookie’s Fortune and the upcon 


Julianne Moore 
Magnolia 


“Freud says you need love and work, and a family and a job give you that 
kind of balance,” said Moore, the unmarried mother of a toddler: “You can't 
expect one to give you everything. Getting to a point in your life where 
you know how to get the things that you need from separate areas is a 
nice, healthy way to be.” ™ —Barbara Wexler 


While Dead would have benefited 
from better lighting, more inven- 


tive direction and tighter cutting, 
the basic situation is sound and 
the acting surprisingly good for a 
production of this caliber. The 
packaging is perfunctorily designed 
but reasonably atmospheric, and 
the blurb should entice prospec- 
tive viewers. —Ed Hulse 


KIDVID 


Nighty Night 
Color, 20 min. VHS: $9.98 
Available now 

Creator/producer: Kandi Amelon 
PETER PAN ENTERTAINMENT 
800.738.3747 


The idea is for children ages 2 to 
6 at bedtime to watch this tape of 
puppies, kittens and zoo animals 
yawning and stretching amid 
soothing instrumental lullabies— 
and then the kids fall asleep. It 
might work on some, but my test 
5- and 2-year-olds were not affect- 
ed. The video won’t—and should- 
n’t—replace bedtime reading. 
Position it as a gift. It will make 


for a nice giggle at a baby shower. 
—Buzz McClain 
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Arison [atertaimnen! Inc, 2700 Colorado Aveaoe, Santa Mosica, Caiternia 80404 


ARTISAN 
PLATINUM CHOICE] 
[PROGRAM 
You can purchase 
“PREMONITION” 

for less than 

$35 PER UNIT! 


ASK YOUR ARTISAN SALES 
REPRESENTATIVE FOR DETAILS! 


— THRILLERS 
BiG RENTAL HITS 


THE SIXTH SENSE 
STIR OF ECHOES 
STIGMATA 


DAY AND DATE 
AVAILABILITY ON E>VED> 


© Audio Commentary with Director 
© 5.1 Digital Surround 

© 2.0 Stereo Surround 

© Follscreen Version 

© Theatrical Traller 

© Interactive Motion Menus 

© Cast and Crew Information 

© Digitally Mastered 


Trailered on 

“The Winth Gate” 
“Restraining Order” 
“Final Voyage” 

“Ghost Dog: The Way of the Samurai” 
and “Slow Barn” 
“Trailering subject to change 
VHS Catalog #10358 
UPC #012286103585 
OVO Catalog #10637 
UPC #012238106371 
Spanish Catalog #10440 
UPC #012236104407 


1999/alae/03 ites 
August 2000 Release 


60-Day PPV Holdback 
6-Month Cable Holdhack 


newrel 


KEY DATA FOR ORDERING PRODUCT 


PREBOOK | RELEASE | SOURCE 
No. of | TITLE (RATING) DATE DATE DATE PRICE 
COPIES | LABEL/DISTRIBUTOR YHS/DYD VHS/DYD | BOX OFFICE YHS/DYD COMMENTS be a ‘2 
BECAUSE OF YOU (R) now 7-18 VP NSRP/$19.98 Drama:a young Japanese woman visits the terminally ill former G.. who 
NEW HORIZONS introduced her to the joys of Latin dancing 
DVD: trailer 
FOREVER TOGETHER (PG) now 7-25 vP NSRP/$24.99 Romance: a seventh-grader seeks romance advice from his new best 
A-PIX friend, a jazz saxophonist. 
DVD: trailer: 
| ISN’T SHE GREAT (R) now 7-18 Ww NSRP/$24.98 Fact-based comedy: first-time novelist Jacqueline Susann hits the big 
| UNIVERSAL 1-00 time with the drugs-and-sex-drenched Valley of the Dolls, Cf 
$3 mil DVD: production notes, cast/director bios, trailer, Web link 
PUPS (R) now 7-18 VP $94.95/$19.95 Action: a teen couple becomes the instant focus of the r 
MONARCH when they try to rob a bank Burt Reynolds. 
DVD: trailer 
| RIDE WITH THE DEVIL (R) now 7-18 L NSRP/$24.98 Period drama: in the Cl War, two frends join fellow ‘ 
UNIVERSAL 11-99 help save their land from the Union army, CPR 
<$I mil DVD: production notes, bios, Jewel music video. 
THE ’70s (NR) now 7-18 NBC NSRP/$24.99 TV miniseries: a decade forever alters the lives of four 
TRIMARK 4-00 students; Amy Smart 
DVD: cast and celebnty interviews. 
THE BOYS (R) now 7-25 L NSRP Drama: a vicious man returns home after a year in prisor 
A-PIX 10-99 family and friends he can no longer control; Toni Collette 
<$1 mil VHS only 
QUIET DAYS IN HOLLYWOOD (NR) 6-27 7-11 TV $89.95 Romance: young adults deal and struggle with the Hollywood images of 
FIRST LOOK love and happiness in the '90s. 
VHS only | 
THE BIG TEASE (R) 6-27/now 7-18 L NSRP/$24.98 Comedy: a Scottish hairdresser comes to Los Angeles with dreams of 
WARNER 1-00 competing for the prestigious Platinum Scissors Award 
| DVD: trailer, 
SHADOW WARRIORS (NR) 6-27 7-18 TV NSRP/$24.98 Action: a covert task force swings into action against a terrorist who 
SPARTAN/MTI 10-97 has targeted the US. for a poison gas attack 
DVD: casvcrew info, trailer gallery. 
| WHAT PLANET ARE YOU FROM? (8) 6-27/now 7-18 Ww NSRP/$24.95 Comedy: to save his planet of men, an alien is sent to Earth to pro- 
COLUMBIA 3-00 create with a woman; Garry Shandling, Annette Bening. 
$6 mil. DVD: making-of featurette, isolated music score, talent files 
THE WHOLE NINE YARDS (8) 6-27/now 7-18 Ww NSRP/24.98 Comedy: a suburban dentist learns his neighbor is a hit man hiding 
WARNER 2-00 from a Chicago crime family: Matthew Perry, Bruce Willis. 
$57 mil. DVD: director's commentary, trailer, interview with casUcrew. 
THE PORTRAIT (R) 6-29 7-16 vP NSRP/$24.95 Thriller:a woman is drawn to a mysterious photographer who spe- 
DELTA/MTI cializes in erotic pieces; Gabriella Hall. 
VHS only 
THE WAR ZONE (NR/R) 6-29 7-25 L $49.95/$29.95 Drama: a teenager relocates from London to a rural English village, 
NEW YORKER 12-99 where he learns of a disturbing family secret. 
<$1 mil DVD: director's commentary, making-of featurette, cast/crew profiles. 
CLOCKIN’ GREEN (NR) 6-30 7-18 ve NSRP/$19.98 Urban thriller: an ex-Manne retums to his Bronx neighborhood to dis- 
YORK cover his childhood sweetheart and sister are involved with a druglord 
DVD: no extras. 
THROW DOWN (NR) 6-30 7-18 vP NSRP/$19.98 Urban thriller: a small-time thieving couple plots to take an international 
YORK bank for millions. 
DVD: no extras. 
INTERCEPTOR FORCE (R) 6-30 7-25 VP NSRP/$24.98 Sci-fi thriller; in the future, an elite team of soldiers fights an alien race 
YORK/MAVERICK capable of assuming human likeness; Olivier Gruner 
VHS only 
THE MURDER IN CHINA BASIN (NR) 6-30 7-25 VP $59.95 Erotic thriller: a bored widow of an aging eccentric toys with a down- 


RAVEN RELEASING 


and-out shop owner who has expensive aspirations. 
VHS only 


| 


‘ MPAA RATINGS: G=Genera! audiences; PG=Parental guidance suggested: PGI 3=Parental guidance strongly recommended for children under 13; R=Restricted, no children under 17 with- 
out adult NC-I7=No children under 17; NR=No rating THEATRICAL RELEASE: W=Wide (800 screens or more); L=Limited (under 800); TV=Broadcast or cable IV; 
— VP= Video Premiere. TBA=To be announced. NSRP=No suggested retail price. CP=Copy protection. NA=Not available. <=Less than. 
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PREBOOK 


RELEASE 


SOURCE 


VANGUARD 


TITLE (RATING) DATE DATE DATE 
LABEL/DISTRIBUTOR VHS/DVD YHS/DYD | BOX OFFICE 
ISAAC ASIMOV’S NIGHTFALL (R) 73 7-25 vp 
NEW HORIZONS 
JESUS (NR) 7-3Inow 7-25 CBs 
TRIMARK 5-00 
THE PERFECT TENANT (R) 7-3/now 7-25 ve 
TRIMARK 
THE BEACH (R) 7-5inow 7-25 Ww 
FOX 2-00 
$40 mil. 
BLOOD AND TEARS (R) 75 7-25 VP 
MTVDELTA 
MAGNOLIA (R) 7-5/6-27. 7-25 Ww 
NEW LINE/WARNER 12-99 
$23 mil. 
WOMEN (NR) 75 8-1 vp 
FOX LORBER 
SILICON TOWERS (NR) 7-6 7-25 vp 
MTVARTIST VIEW 
DROWNING MONA (PG-13) 7-11/6-27 7-25 Ww 
COLUMBIA 3-00 
$15 mil. 
SAVANNAH SMILES (PG) 7-11 8-1 L 
HEN'S TOOTH 6-82 
NA 
WHATEVER IT TAKES (PG-13) 7-11/6-29 8-1 Ww 
COLUMBIA 3-00 
$15 mil. 
LUSCIOUS (NR/R) 7-12 8-1 vp 
AVALANCHE 
THE HEIGHT OF THE SKY (NR) 7-14 8-1 vp 


PRICE 
VHS/DVD 


COHMENTS 


NSRP/$14.98 


$24.99/$29.99 


NSRP/$24.99 


NSRP/$34.98 


NSRP. 


NSRP/$29.98 


$89.98 


NSRP/$24.95 


NSRP/$24.95 


$19.95/$24.95 


NSRP/$24.95 


NSRP 


$79.95/$29.95 


Sci-fi: inhabitants of a distant planet with six suns fear the coming of 
the very first nightfall; David Carradine. 
VHS only 


TV miniseries: the life, times and vision of the son of Nazareth are 
depicted, from his beginnings as a carpenter to his bearing of the cross. 
DVD: LeAnn Rimes music video, featurette on making of soundtrack 


Thriller: a young woman suspects that the new tenant in her mother's 
guest house has a dangerous agenda; Maxwell Caulfield. 
DVD: trailer 


Thriller: a young man's quest for adventure leads him to an island 
filled with danger and romance; Leonardo DiCaprio. 
DVD: commentary, deleted scenes, alternate ending/beginning, more 


Thriller: after 10 years in pnson, a man is released with the desire to 
avenge a family murder. 
VHS only 


Drama: a group of interconnected people in the San Fernando Valley 
weaves through a long day and night of revelations. 
DVD: making-of featurette, deleted scenes, trailers and teasers, TV spots. 


Romantic comedy: five middle-aged women on the cusp of 40 set out 
to revitalize their lives; French, subtitled. | 
DVD: filmographies and awards. 


Thriller: a newly promoted executive gets caught in a deadly game of 
corporate espionage; Brian Dennehy. | 
DVD: NA. | 


Comedy: a small-town chief of police investigates the murder of a 
woman whom virtually everyone wanted dead. 
DVD: director's commentary, deleted scenes, talent files. 


Comedy: a runaway 6-year-old is thrown together with two esca 
conwicts; 1982. 
DVD: trailer 


Romantic comedy: two high school guys concoct a web of 
mails, phone calls and other contrivances to win 
DVD: featurette, commentary, deleted scenes, isolated s 


Erotic drama: a model and her artist boyfriend smother their bodies 
in paint and hit the canvas, creating a new art sensation 
DVD: trailer. 


Drama: a woman hides her ill son to avoid him being sent to a sanato 
rium and uncovers long-hidden secrets about her family 


} 
| 
| 
DVD: no extras. | 


SOURCE | 
No. of | TITLE (RATING) PREBOOK | RELEASE DATE 
|_ COPIES UABEL/DISTRIBUTOR DATE DATE | BOX OFFICE PRICE COMMENTS ’ ete p. io | 
PIT STOP (NR) now now L, 6-69 $29.98 Race car drama: director's commentary, stills gallery, colorized trailer; | 
ANCHOR BAY making-of featurette; mono; widescreen; 1969 | 
| 
ULTIMATE FIGHTING CHAMPIONSHIP now 7-\1 TV $24.99 Fighting: multicamera angles, interviews with Frank Shamrock Tito | 
VOLS. | AND 2 (NR) TRIMARK Ortiz and Bas Rutten; stereo; fullscreen. | 
| 
THE CRUSH (R) now 7-18 L 4-93 $24.98 Thriller: trailer, bios and filmographies; Dolby Surround 5.1; 
WARNER $14 mil. widescreen. | 
WHITE MEN CAN’T JUMP (R) now 7-25 W, 3-92 $29.98 Comedy: three trailers, deleted scenes, music video; Dolby Digital; 
FOX $76 mil widescreen. 
SHANE (NR) 75 8-15 W, 4-53 $29.99 Western: interactive menus, scene selection; Dolby Digital 3.0; 
PARAMOUNT $9 mil. fullscreen. 
BRIAN’S SONG (G) 7-11 8-8 ABC,II-71 $24.95 Sports drama: actor's commentary, Gayle Sayers featurette, talent 
COLUMBIA files; mono; fullscreen. 
THE POSTMAN FIGHTS BACK (NR) 7-1! 8-15 (L $29.95 Martial arts: theatrical trailers, cast/crew filmographies; Dolby Digital; 
TAI SENG widescreen; 1981. 
THE PROFESSIONAL (NR) 7-11 8-15 W,11-94 $29.95 Action thriller: isolated music score, international campaign, 24 min- 
| COLUMBIA $32 mil. utes of additional footage; widescreen and fullscreen. 
MON ONCLE D’AMERIQUE (NR) 7-27 8-8 IL $29.95 Foreign-language comedy: theatrical trailer, cast/director filmogra- 
fe NEW YORKER Phies; stereo; widescreen; 1980. 


VIDEO BUSINESS-JUNE 26, 2000 21 


maker profiles includes Steven 
Spielberg Jaws, Schindler's List), 
Barry Levinson (Rain Man, Wag 
the Dog), Milos Forman 
(Amadeus, The People vs. Larry 
Flynt), Adrian Lyne (Fatal 
Attraction, Indecent Proposal) and 
Robert Altman (M*A*S*H, The 
Player). VHS editions are avail- 
able for $14.98 each or in a five- 
pack for $74.90; DVDs list for 
$19.98 each or $99.90 for a pack 
of all five. 


KIDVID 
Curious as a cat 
Rotten Ralph is a pesky puss 

who doesn’t understand why 

everyone always gets mad at 
him; he doesn’t mean to be a 
flaky feline, he just can’t help it. 
Based on the popular kids’ books 
series and now an animated series 
airing on the Fox Family Channel, 
Rotten Ralph appeals to children 
ages 3 to 10 years old. The first 
two volumes of the Rotten Ralph 
collection each has a running time 
of 60 minutes and features six 
episodes that help to teach chil- 
dren important life lessons. 


They’re priced at $9.98 each. 


This 1972 French film is more 
sexy than it sounds. 


MOVIES 
Stone cold sexy 

When the 18-year-old daughter 
of the Chambon Estate’s gardener 
is sent away to boarding school to 
hush up a sex scandal, she finds 
that she is unable to enjoy the 
erotic escapes that ensue—hence 
the name of the sexy 1972 
French film ] Am Frigid...Why? 
directed by Max Pecas (Sweet 
Ecstasy, The Erotic Touch). Part of 
First Run Features’ Audobon 
Collection, which also includes 
the soft-core works of Radley 
Meteger, the film will street July 
11 (prebook now). It lists for 
$29.95. Also available on the 
same day isa DVD edition of the 
1969 Italian titillator The 
Frightened Woman, which has 
been described by critics as a 
masterpiece of “Space Age 
Bachelor Pad” filmmaking. The 
disc is also priced at $29.95. 
800.229.8575. 


LIK 


Sagave3 uote 


SPECIAL INTEREST 
Directors by 
the bunch 

On Aug. 1 (prebook July 5), 
Winstar will issue the next five 
entries in The Directors series, 
produced in association with the 
American Film Institute. The 
latest collection of hourlong film- 


Va 


@ Ralph’s feline adventures should 
appeal to kids in a broad age range. 
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@ Extreme Evolution is also available 
in a less-extreme censored version. 


WRESTLING 
Extreme rumbling 
Alongside the WWF and 
WCVW as one of the nation’s 
“Big 3” wrestling federations, the 
ECW (Extreme Championship 
Wrestling) has offered fans of 
televised grappling such heavy- 
weights as Justin Credible, 
Tommy Dreamer, Raven, The 
Sandman, Rob Van Dam and ring 


Bw HMSwS4 


aN 


temptresses Elektra and Ms 
Francine, “The Queen of 
Extreme.” ECW’’s latest release, 
Extreme Evolution, features the 
gang doing what they do best in 
a collection of matches and 
interviews. Available in either 
censored or uncensored ver- 
sions on VHS for $14.98 and 
$19.98, respectively, as well as 
DVD ($24.98), the program 
will be distributed by Pioneer 
on Aug. 29 (prebook July 25) 


DONE DEAL 
Around the w 
New Jersey-based E.! 
Independent Cinema, | 
for its line of independ 
horror and “B” titles, | 
announced the creation of a 
subsidiary label devoted 
sively to international cinema. The 
new Magellan Films will showcas« 
works by new filmmakers from 
arc ound the world as well as older 
and classic titles. Magellan's pre- 
miere releases include Walter 
Bannert’s The Inheritors, a 1984 
German film conceming an intro- 
verted teenager's involvement with 
a neo-Nazi youth organization, and 
1986's Auack at Dawn, a Japanese 
film about the bloody 1937 Battle 
of Manchuria between Chinese, 
Japanese and Russian forces. 
Available on Aug. 29 (prebook 
Aug. 4), each film will be priced at 
$19.98. 


PROMOTIONS 


Falling prices 

¢ Pioneer has reduced the retail 
price on eight titles. The action- 
thrillers For Hire, Bittersweet, 
Whatever It Takes, Hoods and The 
Pandora Project now each carries a 
list price of $9.98, as does the 
romantic comedy Eat Your Heart 
Out. The comedies Free Enterprise 
and Drop Dead Rock are now 
available for $14.98 each. 

© On Aug. 15 (prebook July 22), 
Columbia TriStar will reduce the 
prices of Absence of the Good, The 
School of Flesh, Twin Falls Idaho and 
The Winslow Boy to $14.95 each. 
Big Brass Ring will be cut to $14.95. 


i Best B BMavies 
of All Time!” 


Street Date: 
8/22/00 
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s well as increased creation of original video 
Acces for movies and DVD special 
editions, video production is rapidly building 
for Internet and interactive applications that offer 
video programs directly to consumers for a one- 
time fee, a subscription or free downloading. 
This week, Video Business adds Internet video 
programming to its weekly Video Premieres 
production charts. 


Studio key: Label/Distributor (Producer) 

ul ION MOVIES 

Da py Witch 

( nilla Ice, Rah Digga, Pras, Mobb 
I hers; Status: prerelease 


Five bored white kids from the 
ew York City to find the “Hip Hop 


V en attacking well-known hip hop 
ir vand collect the reward money. 

R. 

Dyrowniug on Dry Land 

A-Pix (L lms Prods.) 

Cast: Barbara Hershey, Naveen Andrews; Music: 
Charlie Sexton; Status: prerelease 

Drama romance: A woman loses herself after she is 
fired from her job and pays a taxi driver to take her on 
a cross-country journey to the desert. The voyage 


forces two strangers to explore love, passion and self- 
discovery. 
Release: September 


Island of the Dead 

A-Pix (Unapix Films Prods.) 

Cast: Malcolm McDowell, Talisa Soto, Bruce Ramsay, 
Mos Def; Status: unavailable 

Horror: One policewoman, three convicts, a corpo- 
rate mogul and a local prison warden are trapped on 
an island burial ground when many of the 800,000 
unknown and unwanted “dead” rise up in the form 
of maggots and killer flies and terrorize their trapped 
victims. 

Release: December 


Jack Frost 2 

A-Pix (Unapix Films Prods.) 

Horror: Vengeful Jack freezes a Caribbean island in an 
effort to finish off his nemesis, Sheriff Sam; Status: 
unavailable 

Release: November 


Kiss Toledo Goodbye 

A-Pix 

Cast: Michael Rapaport, Christine Taylor, Christopher 
Walken, Robert Forster; Status: production 

Mob comedy: Shortly after a young man finds out 
that his biological father is the local Mob kingpin 
and decides against telling his fiancee, he inherits 
the position when his father is killed by rival crimi- 
nals and becomes the new target of his father's 
enemies. 


Release: October 


Love Come Down 

A-Pix (Unapix Films Prods.) 

Director: Clement Virgo; Cast: Sarah Polley, Larenz 
Tate, Deborah Cox, Terrence Howard; Status: 


unavailable 

Urban drama: Two brothers, one white and one black, 
are torn apart by a family tragedy. 

Release: early 2001 


IN DEVELOPMENT * PRODUCTION * POSTPRODUCTION/PRERELEASE 


Molokai 

A-Pix 

Cast: Alice Krige, Kris Kristofferson, Peter O'Toole, 
Sam Neill, Derek Jacobi; Status: prerelease 

Drama: To prevent the spread of leprosy in Hawaii, 
suspected lepers were sent to the island of Molokai, 
where the government looked to the faithful to spread 
hope among the desperate and dying ($16 million pro- 
duction budget). 

Release: September 


Tangled 

A-Pix (Unapix Films Prods.) 

Cast: Rachel Leigh Cook, Jonathan Rhys-Meyers, 
Shawn Hatosy, Lorraine Bracco; Status: shooting 
Thriller: A young writer struggles to come to terms 
with the violent conclusion of a forgotten love 
triangle 

Release: early 2001 


DVD SPECIAL EDITIONS 
Bob Roberts 


Artisan 

Features: Audio commentary by director/writer/star 
Tim Robbins; never before seen footage 

Release: Oct. 17 


Men in Black 

Columbia 

Producer: Alita Renee Holly; Features: visual com- 
mentary by director Barry Sonnenfeld and co-star 
Tommy Lee Jones; technical audio commentary with 
Sonnenfeld, Rick Baker and ILM team; original fea- 
turette; original documentary; multiangle segments on 
character animation, the tunnel scene and the Edgar 
bug fight scene; editing workshop for viewer to cut 
together shots and hear Sonnenfeld explain his choic- 
es; Status: postproduction 

Release: Sept. 5 


Nightmare Before Christmas: 
Special Edition 

Buena Vista 

Features: audio commentary; documentary 


Release: Oct 31 


Toy Story 2 

Buena Vista (Disney/Pixar) 

Features: audio commentary by filmmakers; intro- 
duction to supplements by filmmakers; history of 
production; Status: postproduction 

Release: Oct. 17 


Twin Peaks 


Artisan 

Features: audio commentary; documentary; Status: 
production 

Release: Nov. 14 


INTERNET VIDEO 
The Day I Saved America 


Rumpus.com 

Producer: Jeff Roda; Writer: Larry Schwarz; Voice 
talent: Amanda Bynes, Jason Priestly, Todd Louiso; 
Status: in production 

Animated movie: A young girl and her friends foil a 
British plot to kidnap George Washington during 
the Revolutionary War. 

Running time: 45 minutes 


Release: Sept. 9 
Gotham Girls 


WamerBros.com 
Director/writer: Paul Dini; Status: postproduction 


Animated series; Adventures of Batman's female asso- 
ciates, Batgirl, Cat Woman, Poison Ivy and Harley 
Quinn, adapted as Webisodes. 

Running time: 2 to 3 minutes 

Release: mid-July 


The Greedy Show 

Shockwave.com 

Creator: Jim Belushi; Head writers: Chris Nowak, 
Christophe Abiragi; Status: in production 
Animated sketch comedy series. 

Running time: 2 to 5 minutes (13 episodes) 
Release: Fourth quarter 


The Red Bison 

Rumpus.com 

Status: preproduction 

Animated movie—Caveboy Rocky and his buddies 
Chip, the saber-tooth tiger, and Whiz, the scatter- 
brained Dodo bird, go on a journey in search of the 
fabled Red Bison. 

Release: Christmas 


Stainboy 

Shockwave.com 

Creator: Tim Burton; Status: postproduction 
Animated series—“Burton-inspired content” about a 
character in Burton's book The Melancholy Death of 
Oyster Boy & Other Stories. 

Release: Summer 


10 Items or Less 

AwomFilms 

Cast: Michael Rapaport, Adam Goldberg, Todd 
Louiso, Matt Winston, Justin Pierce, Jacqueline 
Obradors; Status: in production 

Live-action series—Outgoing grocery store bag-boy 
(Rapaport) offers unsolicited advice to customers. 
Premiere: Fall 2000 


A private premiere 


2G & a Key director/writer/producer Paul Wynne 
(1) joined York Entertainment president and CEO 
Tanya York and the film’s star, Conroe Brooks, at a June 


16 screening at Hollywood's historic Raleigh Studios. 
The video premiere, the second film produced by 
York/Maverick Entertainment, streets Aug. 22 on VHS 


and DVD (prebook July 28). i 
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EDITED BY WENDY WILSON 


E-tailing 


Dot-com woes arrive on Kozmo’s doorstep 


D2 high-profile marketing 
alliances with bricks-and-mortar 
chain Starbucks and Internet stalwart 
Amazon.com, Kozmo.com has become 
the latest e-tailer to stumble in the 


Meats 
Drinks 


race for market share, laying off 24 Search k 
employees and battling reports that it [Video =] ozmo 
. . . Kozmo is all about making your Ide easier. We 
delay IPO. | ay 
Is delaying its . save you lime and hassle by delivering all the stuff 
Kozmo, a Web-based service that | find itt | you want straight to your door in under an hour. 
= Membership and delivery are free, so why go 
e : Membarshio ts FREE! 
offers home delivery of everything Jon Nowt anywhere? Go Kozmol 
from video rentals to game hardware 
in less than an hour, is believed to be General Videos 
it information 
putting the IPO on hold because of siocin oe >, op, 
market volatility, according to a pub- Check Out . yeas eth Sweet and Levedown’™? 
MyAccount eaten Sean Penn, Uma Thurman 


lished report. A spokeswoman for the 
company called the report “inaccu- 
rate,” saying Kozmo is still actively 
working to become a public company. 

“Our filing is still with the SEC and has not 
been postponed or delayed,” she said. 

The spokeswoman added that the 24 layoffs 
in Kozmo’s New York headquarters represent- 


@ Kozmo says that it is still planning to expand beyond 


its 10 current markets before year’s end. 


were prompted by a desire to streamline 
Operations. 

The company now serves communities in 
10 markets, including New York, Los 


ed “less than 1%” of Kozmo’s work force and Angeles, Boston, Chicago and Atlanta. 


Multiproduct Barney branding push set for fall 


hee with the Gerber brand and Sbarro 
restaurants are planned on behalf of Barney 
this fall, all the better to build a dino-sized foot- 
print for the franchise across retail categories. 
Lyrick Studios announced the advertising and 
branding campaign at the Licensing Show. It is 
headlined by new direct-to-video release Come 
on Over to Bamey’s House but was also conceived 
to bolster the launch of the new fall items in the 
Bamey for Baby apparel line (VB, 6-19). The 
marketing push also includes a donation on 
behalf of the Barney franchise to Habitat for 
Humanity. Among the offers included in the 
wide-ranging campaign: 

¢ A consumer sweepstakes sponsored by Lyrick 
and Gerber. The “Friends to Grow With” contest 
will award an “ultimate playroom” to three 
grand-prize winners, with a total of $50,000 in 
prizes going to runners-up. The offer will be 
promoted in a national FSI on Aug. 20 and on 
packages of the Gerber Graduates bakery prod- 
ucts in stores in August. Links between the 


Gerber and Barney Web sites (www.gerber.com and www.bameyon- 
line.com) will invite visitors to enter the sweepstakes on the Gerber 
site. Finally, a Gerber-sponsored direct-mail campaign is planned for 
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The purple dinosaur teams with 
Gerber to promote Come on Over 
to Barney’s House. 


Heath & Hoy 
Household 
Hectronics 


|starbucks, 
frappuccifo 


music sale 


—— 


Kozmo filed its plans to go public 
with the SEC in March on the heels 
of announcing a $60 million invest- 
th Amazon 


Gy [nee 


ment by Amazon.com, \ 

saying it planned to begin shipping 

some items through Kozo (VB, 

3-27). 

The strength of the « 

porting its business pla 

Columbia TriStar, am« 

well as the enthusiasm ( TS 

such as Blockbuster for 

door delivery idea seem 

well for the pending stoc! 

However, Kozmo knows it will have 
to work hard to offset the dot-com 
skepticism on Wall Street. Kozmo’s 
announcement came a week after 

Hollywood Entertainment confirmed that 

losses from its online acquisition, Reel.com, 


had forced it to close its e-commerce opera- 
tions, maintaining it only as a content site. 


—W.W. 


July through September. The sweepstakes runs 
July 15 through Dec. 31. 

¢ A mini-site on the Better Homes and Gardens 
Web site (www.bhg.com) highlights the eight- 
market Barney mall tour running September 
through November. Markets included are Denver 
(Sept. 23), San Francisco (Sept. 30), Los Angeles 
(Oct. 7) and Dallas (Nov. 4). 

e A Sbarro’s Kids Meal promotion. Designed to 
boost the Barney brand in October and 
November, the meals will include a series of pre- 
miums, with the offer further promoted with in- 
store P.O.P., counter cards, pizza boxes and mini- 
meal bags at most of the chain’s 870 locations. 

¢ Multicount merchandisers will be available to 
retail to support Come on Over to Barney’s House. 
Configurations will include 12-, 18- and 24-count 
VHS displays and combination floor displays with 
space for both the VHS and DVD-ROM versions 
of the release, as well as an area for the new audio 
release, Bamey Rocks! 

Come on Over to Bamey’s House (VHS street 


Aug. 15, prebook July 18; DVD street Sept. 5, prebook Aug. 8) car- 
ties a suggested retail price on the VHS of $14.95 and on DVD of 
$24.99. ma—_W.W. 


In bnet 


|New online service connects retailers, licensors 


| atsHotNow.com launched an online business-to-business 
WA revcnee for licensing rights and products at the Licensing 
Show in New York this month.The site 
allows retailers to shop for the 
licensees’ branded products, such as 
toys or T-shirts, and lets potential 
licensees purchase rights to make products based on brands of regis- 
tered licensors (Coca-Cola 
and the 2002 Olympics in 
Salt Lake City are among the 
first to join). WHN chairman 
and CEO Rob Fried, who 
produced 1998's Godzilla, said 
the site will charge licensors 
d licensees $1,000 per 

| month to use the service 
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are available online. 


First! needs critics 
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| Fhe Coalition for Quality Children’s 

| Media is looking for teachers, librarians, 
| physicians and anyone who works with 
children to evaluate videotapes, CD-ROMs 
and Web sites for its Kids First! recommenda 
tion program. For details, contact the Coalitic.. 
at 505.989.8076 or visit its Web site at www.cqcm.org. 


A line a Mile long 


Frank Darabont, director of The Green Mile, made an in-store 
appearance at Dave's Video, The Laser Place, in Studio City, Calif, to 
sign DVD copies of the best picture Oscar nominee on its street 
date, June |3. Scheduled to appear for two hours, Darabont stayed 
for six and met with the last fan at nearly | am. A portion of the 
proceeds from each DVD sale is being donated to the Elizabeth 
Glaser Pediatric AIDS Foundation. The Green Mile is available at rental 
from Warner Home Video on VHS. On DVD, the title carries a sug- 
gested retail price of $24.98. 


Cutest pet contest best friend to Beethoven’s 3rd 


ideo premiere Beethoven's 3rd (street _~ 

July 25, order now) will get a con- 
sumer push with a “Search for the Cutest 
Pet” online sweepstakes. Co-sponsored 
primarily by Universal Studios Home 
Video and Petsmart.com, the contest runs 
through July 31.To enter, contestants must 
create a custom photo Web page on 
Petsmart.com, featuring a picture of their 
prize pet's puss. Entrants without a Web- 
ready photo of their pet can have one 
developed by either contest partner 
Kodak PhotoNet online or AOL's “You've 
Got Pictures.’ Winners will be deter- 
mined by vote, and contestants can 
attempt to improve their chances of win- 
ning by e-mailing friends and family to 
solicit their votes (an e-mail engine is 
available at the site). One grand-prize 
winner will receive a trip to Hollywood 
for them, their pet and a friend for a walk-on role in Beethoven's 4th.A 
first-prize winner will receive $1,000, and digital cameras will be awarded 
to weekly winners. 


ReplayTV rewinds with $50 cable rebate 


JUDGE REINHOLD 


@ A promotion will win a 
lucky pup and owner a trip 
to Hollywood. 


ather’s Day has passed, but consumers can still make their daddies 

happy with a rebate deal offered for the occasion by ReplayTV Inc. 
and Showtime Networks Inc. Under the deal, customers who purchase 
a ReplayTV digital video recorder through July 3! will get a $50 rebate 
on their Showtime cable subscription. The deal includes all models of 
ReplayTV and Panasonic's ReplayTV ShowStopper. Prices start at a 
suggested $499, and models can record up to 30 hours of program- 
ming. The digital video recorders are available through bricks-and- 
mortar electronics stores, e-tailers and directly through ReplayTV via 
its Web site (www.replaytv.com) or toll free telephone number (1-877- 


REPLAYTV). 


May DVD sales up 62% from 
previous year 


n May, 453,435 DVD players were shipped to retail, showing an 

increase of more than 60% in unit sales compared to the same period 
last year. May sales of DVD hardware were up 10.8% from the April 
2000 number (VB, 5-22). Of the product categories tracked, only May 
TV sales were down this year, dropping nearly 15% with 1.4 million 
units sold. The following is a comparison of unit sales for select hardware 
products for May 2000 compared with the same month last year. The 
data is compiled monthly by the Consumer Electronics Association. 


May sales 

2000 «1999 % change 
Analog ‘Direct View Televisions | 421, 653 1,668,206 -148 
Analog TV/VCR Combinations 407,859 314,560 29.7 
Analog Projection Televisions 70,687 66,909 5.6 
VCR Decks* 1,834,422 1,545,073 18.7 
Camcorders 429,214 416,695 3.0 
DVD Players** 453,435 279,756 62.1 


*Does not include Digital VCRs 
“Includes DVD/LD Combi Players 
Source: Consumer Electronics Association 
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A-Ko and all of her friends are proud to wish 
Central Park Media 
Best Wishes on Its 10th Anniversary! 
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box-office revenue. It has come to 
video genre virtually from scratch. 
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By JOHN GAFFNEY 


fe Park Media has not arrived at its 10th anniversary on a 
whirlwind of corporate muscle, venture capital financing and 


this celebration by creating a 


Ten years before Pokémon broke through 
at every store imaginable, Central Park Media 
was establishing the groundwork for 
Japanese animation in America. It’s a busi- 
ness that is now estimated at more than $3 
billion dollars annually and, by CPM's esti- 
mates, could account for 5% of all DVD sales 
achieved this year. It didn’t come easy. 

Actually, CPM wasn't the first company to 
bring Japanese animation to this country. In 
the late ‘80s, there were a few tiny labels try- 
ing to sell subtitled animated movies to hard- 
core fans. Other small compa- 
nies tried to sell American car- 
toons produced by Japanese 
animators in the early ‘60s. But 
in New York City, John 
O'Donnell, after quiding Sony 
Video Software to the heights 
of the sales charts of music 
video and other specialty prod- 
ucts, was looking for some- 
thing different to do. He tried 
to buy SVS from the parent 
company but couldn't work out 
a deal. Then he caught the 
fever. 

“| remember watching 
Voltron (an anime series) while 
| was at Sony,” O'Donnell says. 
“And | was able to see a lot of 
other products that animators 
were working on, and | had a 


The O'’Donnells 
Central Park Media 
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It's impossible to overlook 
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CENTRAL PARK MEDIA 


It wasn't easy, but CPM reaches its 10th anniversary as the king of anime 


very strong feeling that this product could 
connect with an American audience.” 


A NEW FRONTIER 


O'Donnell was, in fact, sure of it. His expe- 
rience at Sony gave him the knowledge of 
American distribution and retail that the 
other small labels were missing. His experi- 
ence at Sony corporate headquarters in 
Tokyo also gave him and his wife and com- 
pany co-founder, Masumi Homma 
O'Donnell, an acute understanding of how 
the Japanese producers of this product 
worked. He knew how the two cultures 
were different and how to bridge those gaps 
on a business level. 

O'Donnell tried to get funding for his new 
company, which would be a boutique pro- 
ducer, but couldn't get the attention from 
venture capital managers, who thought 
anime would sell only to Japanese people 
who lived in America. So he took a second 
mortgage on his house, bought $6 lawn fur- 
niture to serve as office equipment and set 
up shop in a two-bedroom apartment on 
West 53rd Street. 

Masumi helped start the operation and 
began dealing with the Japanese licensors. 
O'Donnell hired Mike Pascuzzi—a veteran 
salesman from the record industry and inde- 
pendent video companies Trylon and New 
Star—to build a network of retailers for the 
product. Education as well as sales would be 
the early goal. (Pascuzzi remembers heading 
to the 1990 VSDA Convention with one title 
in the catalog. Now CPM has the most exten- 
sive anime catalog in the business.) 

Early problems concerned the Japanese 
licensors. Masumi found a lot of work was 

continued on page 38 


29 


the anime experts 


(cites 


Making a compu 


Central Park Media 


Antze 18 


Reckstere 


U.S. Manes Corrs 
Loftware Scalyters a 
Asie Pulp Clnesa 
Centred Park Media 


Cm vanes 


Animation Cels 


Mangacania Store 
Retailer Relations 


Jed Opportunitics 


new this month 
“y (foturelreleases) 
Electront ash 
REE STUNT SPECIAL OFFERS! 
FACLOSIVE FOR 
AniMail~ EASES! 
ENTER TOUR EAL 


— fara 


(ick bes te mew eate fers 
pe cen penton resesa | 6s | Cot Sar Houmas Vat | 


“1 
#9 ores torn, 
#8 Nemand g 


2c qui our animation book selection 


UFO Researches 


CPM has always linked with fans via the Internet 
| —*-BYJOHNGAFFNEY _— 


ot only has Central Park Media been 
Igor ground in video for 10 

years, it “got” the Internet before 
almost anybody else did too. 

“From a promotional! and audience-build- 
ing point of view, the Internet has been a 
major background factor in the fast accept- 
ance of anime in the U.S.,” says managing 
director John O'Donnell. “CPM was one of 
the first entertainment companies in the U.S. 
to actively use the Internet to market its 
products and talk to its consumers. | initially 
heard about the Internet in 1989 from a 
friend and was astounded to learn that com- 
puters could actually talk to other computers 
over the telephone.” 

CPM had a message board available 
through CompuServe and Prodigy in 1990 
and 1991. The computer-sawy fan base for 
anime at the time was perfect for communi- 
cating through the new medium. By engag- 
ing consumers in discussions about their 
favorite programs, their choices between 
subtitled and dubbed versions, their recom- 


mended price points and even their sugges- 
tions for stores to sell to, CPM grabbed mind 
share on extremely limited advertising funds 
Newsgroups such as rec.arts.anime were 
extremely important resources. 

In 1995, CPM bought a computer soft- 
ware development company, Software 
Sculptors, which it used to launch its first 
Web-based home pages, as well as a line of 
screensavers, “anime hyperguides” and other 


By engaging consumers in online 


discussions about their favorite programs, 


CPM grabbed mind share on extremely 


limited advertising funds. 


CD-ROM products. The company currently 
has more than a dozen Web sites, including 
vertical portals for the anime industry at 
Japanimation Station on AOL and 
www.animeone.com, in addition to various 
home pages for each label. 

CPM is also on the edge of e-mail market- 
ing, which is considered one of the most 


cost-effective customer retention tactics in 
today’s digital economy. The company pub- 
lishes a monthly anime newsletter, AniMail, 
which keeps in touch with consumers and 
promotes new releases and other company 
activities. CPM also publishes the 
UFOcity.com Web site, “the Internet's lead- 
ing provider of daily information on the UFO 
phenomenon, from a purely scientific and 
rational point of view.” O'Donnell says the 
audience not only overlaps with anime fans, 
it brings in a whole new segment of the pop- 
ulation with an interest in science fiction and 
science reality. 

O'Donnell expects more usage out of 
streamed media on his and other sites soon. 
The company has a deal with Yahoo! 
Broadcast to provide content from TV 
episodes and movies 

‘There is no question in my mind that the 
Internet will affect distribution in this market- 
place,” O'Donnell says. “It is a huge special- 
interest area, It’s kind of like opera in the way 
that people have a very passionate interest. 
The Internet is perfect for that.” VB 


Ten years of anime leadership - a timeline 


| April | August | Jul 
Central Park Media is CPM debuts first anime CPM releases its first 
incorporated bulletin board on anime merchandise 
9 9 CompuServe 9 goods 
June 
Salesman Mike October August 
9 Pascuzzi is hired as the 9 CPM bows the U.S. 9 CPM releases the first 
first CPM staff member Manga Corps label anime CD-ROM, The 
q World of U.S. Manga 
0 September 2 (ene 
CPM launches the 
Central Park Media label November 


February 
CPM releases Legend 


of the Overfiend in 
theaters, sets box-office 
record in New York City 
for a midnight show 
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CPM launches the 
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Kids’ phenomenon has set the 


stage for all anime to grow 
By Ep Hulse 


ike Pascuzzi, Central Park Media's 
Mi: employee and its longtime 

director of sales, is fond of saying, 
“You can divide the history of anime into 
two phases: pre-Pokémon and post- 
Pokémon.” 

It’s not an offhand comment. Pascuzzi 
maintains that the success of Pokémon 
demonstrates conclusively that Americans 
will watch and collect Japanese animation, 
thereby expanding the market well beyond 
the universe of today’s hard-core devotees. 

“To begin with,” Pascuzzi says, “we've got 
a younger market developing right here for 
everyone to see. We're hoping that as 
today’s kids grow out of Pokémon, they'll 
become interested in some of the more 
mature Japanimation products, the ones 
with well-developed plots and character- 
generated themes.” He notes that the 
Pokémon phenomenon has also spawned 
awareness of Japanimation among adults, 
many of whom are becoming more familiar 
with Asian cinema in general thanks to the 
Stateside success of actors Jackie Chan and 
Jet Li, among others 

Pascuzzi feels that all this interest will 
translate into steadily growing sales. “We're 
already seeing our distribution channels 


Februa 
Project A-Ko‘s sound- 
track album on CPM's 
MangaMusic label is the 
first anime soundtrack 
licensed for release in 
the United States 


March 

Project A-Ko becomes 
the first original comic 
book released in the U.S. 
based on Japanese ani- 
mation; CPM releases 
Genocyber as the first 
Japanese anime 
released overseas before 
Japanese release 


September 
CPM releases first 

anime telephone cards 

in North America 


October 
CPM acquires Software 
Sculptors 


December 
CPM launches 
Animated Collectibles 
line of production cel 
artwork 


expand 
dramatically,” he says. “Chains 
like Target are now carrying anime. We've 
got more mass merchants and more 

Internet e-tailers. There's great growth 
potential ahead of us.” 

Video specialists, who embraced anime 
long before Pokémon pushed it into the 
mainstream, are well positioned to help real- 
ize that potential. Pascuzzi points out that 
the teens and young adults who make up 
Japanimation’s core demographic are gen- 
erally Internet-savvy, and rapidly proliferat- 
ing anime Web sites, newsgroups and chat 
rooms keep dedicated fans informed while 
educating newcomers to the genre. 

In addition to maintaining its own Web 
site, CPM links to fan sites and home pages 
run by its licensors. “We believe we've got to 
have a powerful Web presence,” Pascuzzi 
says. “The Internet has become an impor- 
tant venue for disseminating product infor- 
mation in addition to its value as a sales and 
marketing tool.” 

In most ways, the Internet's easy access 
and worldwide reach has virtually eliminat- 
ed the distance—geographically, culturally 
and commercially—between New York- 
based CPM and its Japan-based licensors. 


Ten years of anime leadership - a timeline 


Jul; 


August 


CPM launches Internet 
publishing subsidiary 
Binary Media Works 


CPM releases M.D. Geist 
Death Force, the first 
U.SJapan anime co-pro- 
duction to make the 
Billboard chart 


Many of anime’s most distinguished cre- 
ators—including Outlaw Stars Mitsuru 
Hongo, Tenchi Muyo's Masaki Kajishima and 
Yousuke Kuroda and Gundam’s Yoshiyuki 
Tomino—license work to CPM for video dis- 


tribution here. Relationships with these 
artists and producers, developed years ago 
as a result of extensive negotiations, are nur- 
tured with frequent visits by CPM officers to 
Japan. The company’s honest dealing and 
canny marketing have made believers of 
Japanese suppliers initially skeptical that 
American demand for anime even existed, 
much less that it could be exploited 

Just recently, members of CPM’s team vis- 
ited a major Japanese supplier to demon- 
strate the addition of ancillary materials to 
DVD for use in DVD-ROM presentation 
Initially refused permission to use such mate- 
rials, CPM eventually won over the Japanese 
licensor. As a result, Garzey’s Wing, which 
just hit the streets, offers numerous DVD- 
ROM features (including an art gallery, char- 
acter gallery, the uncensored script, a meet- 
the-cast page and links to various Web sites) 


continued on page 42 


March 

CPM launches 
Japanimation Station as 
AOL's first anime Web site 


May 

CPM releases Battle Arena 
Toshinden, the first dual- 
language anime DVD 


August 

CPM's Eric Thomann 
bicycles to Arctic Circle, 
premieres U.S. Manga Corps’ 
new animated logo in the 
first Webcast from Arctic 
Circle; MangaMusic releases 
soundtrack album as first 
> original audio CD 


UAL CO., LTD. 
contact 
Tatsunori Konno, e-mail: konno@visual.bandai.co.jp 
Yasuko Kanamura, e-mail: kanamura@visual.bandai.co.jp 


> Original Japanese version “Shamanic,Princess 
©1996-1997 PRINCESS PROJECT/Bandal Visual « MOVIC, All rights reserved. 
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The many faces of CPi 


Central Park Media puts its share of the non-Pokémon video market for Japanese — 
animation at about 35%. But there’s more to this New York company than anime videos. 


entral Park Media, 
€ which began with gen- 
eral-interest documen- 


taries, distributes about 30 
licensed titles (e.g., the Si/k 
Road television series; CPM will 
release a 10th anniversary lim- 
ited edition DVD gift box this 
fall), plus some 15 titles ona 
publishing-and-distribution 
contract, with several new 
releases annually. 

CPM label US Manga Corps 
focuses on Japanimation (e.g., 
Photon: The Idiot Menace). 
Anime 18 (titles include 
Urotsukidoji: Legend of the 
Overfiend) targets 
Japanimation fans of college 
age or older. 

Wholly owned subsidiary 
Software Sculptors is the label 
name for some general-interest 
anime programs (e.g., Maze). 
CPM offers UFO and New Age 
videos on label UFOCity.com 
(e.g., Ultimate 
UFO! The 
Complete 
Evidence on 
DVD). 

CPM's Asia Pulp 
Cinema label 
focuses on live- 
action movies 
(e.g., Weather 
Woman) suitable 
for anime fans 


and with poten- 


Midnight Panther 


tial mainstream appeal. Initially, 
CPM released them subtitled, 
but it will soon initiate dubbed 
and DVD availability. 


Web publishing 

Wholly owned subsidiary 
Binary Media Works Inc. (BMW) 
handles Web publishing activi- 
ties. One site, AnimeOne.com, Is 
the leading anime vertical por- 
tal, providing streaming video 
and audio, chat rooms, auctions 
and free e-mail. Another, 
UFOCity.com, extends CPM's 
Internet AGE (Affinity Group E- 
Commerce) marketing concept 
to additional niches. Others 
include CentralParkMedia.com, 
Software-Sculptors.com, 
Anime18.com and 
AsiaPulpCinema.com. 

BMWs Japanimation Station 
is the exclusive information 
provider of Japanimation and 
Japanese-style comic books to 
America Online 
subscribers. 

CPM has 
developed digi- 
tal distribution 
arrangements 
with such firms 
as Yahoo! 
Broadcast.com, 
where it offers 
several dozen 
anime films. 


In 1997, BAW 


conducted the Cybercast 
Challenge, an international 
promotion involving a Webcast 
from Iceland of CPM employee 
Eric Thomann bicycling to the 
Arctic Circle. 


Other distribution 

CPM'‘s first two theatrical 
releases, 1993's Legend of the 
Overfiend and 1996's Roujin Z, 
screened in more than 30 
North American cities. Both are 
available to colleges via Kit 
Parker Films, for which CPM 
distributes documentaries 

CPM's documentary pro- 
grams have been sold to the 
Monitor Channel, the History 
Channel, the Learning Channel 
and PBS. Japanimation pro- 
grams have been sold to 
Showtime, the Sci Fi Channel, 
Bravo's Independent Film 
Channel and Canadian tele- 
vision. CPM is negotiating with 
Cartoon Network for anime 
broadcasts this year. 


Merchandising goods 

CPM ancillary products in 
print (e.g., posters, comic books 
and games) and merchandise 
(model kits and T-shirts) are 
available through sublicensing 
arrangements. In 1995, CPM 
launched its Animated 
Collectibles division for sales of 
cel artwork. CPM has a subli- 


Legend of the Overfiend 


censing arrangement with 
Precision Design Workshop for 
the upcoming release of 
Midnight Panther action fig- 
ures 

CPM released its first comic 
book miniseries, based on 
Project A-Ko, in association 
with Malibu Comics (subse- 
quently acquired by Marvel 
Comics). CPM then created 
four new comic book imprints, 
CPM Comics, CPM Manga, CPM 
Manga X and Bare Bear Press, 
and has directly released more 
than 250 titles—mostly English 
translations of existing 
Japanese comic book titles. 
The company issues seven or 
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site and label 


CPM launches UFOCity.com Web 


Ten years of anime leadership 


July 


Woman 


November 


December 


DVD 


CPM launches Asia Pulp Cinema 
label with cult classic Weather 


Wwww.animeone.com starts opera- 
tions as first vertical portal for anime 


CPM releases U/timate UFO! The 
Complete Evidence, the first UFO 


June 


CPM celebrates its 10th anniversary 
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Original Japanese version “Cyber City. Oedo 608" 
©1993 MadhouselJapan Home Video. All rights reserved. 
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required to explain CPM’s licensing concepts 
and market development approaches and to 
build the trust and credibility required to do 

business with these firms. American retailers 

were just as tough. 

“We challenged the basic American per- 
ception of the time: If it’s a cartoon, it must 
be for children,” O'Donnell says. “We 
launched three different labels, aiming at 
three different market segments: children’s 
and family programs, teenage programs and 
young adult programs. The content of the 
latter two categories shocked many retailers, 
since they weren't familiar with such com- 
mon conventions in anime as shower scenes 
or tentacle lust. 

“It took a while for people to get a solid 
handle on anime and its many subgenres. 
Today, of course, with the success of The 
Simpsons, South Park and the like, there is 
more of a recognition that the animated art 
form can appeal to all ages, based on the 
specific content rather than the general 
media form itself.” 

CPM also took products from other labels 
and represented them to distributors and 
retailers. Many observers say this role con- 
tributed more to the establishment of anime 
in the U.S. than the initial product CPM 
brought over. One of the companies CPM 
represented was The Right Stuff, an anime 
supplier from Des Moines, lowa, that since 
1987 has been selling animated episodes of 
Gigantor and Astro Boy, shows that have 
appeared on American television. 

‘They did a great job of getting product 


Project A-Ko has become a franchise for 
Central Park Media 
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The staff of 
Central Park Media 


and, more importantly, product knowledge 
out there,” says The Right Stuff president 
Shawne Kleckner. “They helped us tre- 
mendously.” 


PATTERN OF SUCCESS 


The first title actually distributed by CPM 
was a far cry from anime—a Teddy Roosevelt 
documentary called /n the Blood. CPM's first 
anime title, Dominion, was released in 1990. 
Then in 1991, the Project A-Ko TV series 
became the first successful franchise for the 
company; it’s still being sold in boxed sets. 
The success of such series as Slayers and The 
Record of Lodoss War are examples of the 
serialized programming format with which 
CPM has been successful. After Project A-Ko, 
Grave of the Fireflies, which received airtime 
on Bravo and other cable channels, 
became a top seller, as did M.D. Geist 
thanks largely to its powerful box art 
and action content. 

O'Donnell credits a few key retail 
accounts for taking an early risk on 
anime. “In the early days, meetings with 
retailers fell into two patterns,” 
O'Donnell says. “In pattern one, they 
just didn’t get it; they thought people 
would never buy subtitled animation. In 
pattern two, retailers got really buzzed 
about the potential for the product to 
find an audience. They knew it was hip 
and different. Guys like John Thrasher at 
Tower and Peter Busch at Musicland 
were great people to work with and 
essential to building this business.” 

Other key titles continued to build retail 
confidence and consumer awareness. CPM 
had to expand beyond its physical borders 


and took space in an office building at 57th 
and Broadway. But the $6 lawn furniture 
and adventurous attitude are still there 

Although it is still primarily a video com- 
pany, CPM’'s structure now allows it to 
release movies theatrically, sell program- 
ming to TV and operate an active licensing 
division for anime T-shirts and action figures 
In addition, it has become one of the top 10 
comic book publishers in the U.S. out of a 
total of about 500. 

‘The next 10 years will be all about find- 
ing the next level for anime,” O'Donnell says 
“What is the natural boundary for this prod- 
uct? We have a lot of frontiers. We have a lot 
of people who have not yet been turned on 
to multicultural programming.” VB 


Hess Ameraated Feature Eilon 


were early success stories for the COmpanyaaae 


ll 


| ee a ee ! » 
¢ “CENTRAL PARK MEDIA® 


AO Ker 


@ * @ 7 — 


and Growing Faster Than Ever 
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(We’re behind you all the way) 


Thank you for all the business we’ve done together, the fun and the challenges you’ve provided. 
A special thanks to John and Masumi for your inspiration throughout the years. 


Your friends, fans, and print/packaging specialists at Tri-Plex. p 
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on 10 
Ani-mazing Years 
of bringing fine Japanese 


anime to the world! 


ter Diamond 


Comic Distributors, Inc. 


Diamond Comic Distributors carries more than 700 CPM videos, 

with more arriving each month, including DVDs! For information 

on ordering, contact Jim Richmond at 800-452-6642, ext. 241 or 
at rim@diamondcomics.com. 


Thank you for including us 
in your quest for excellence. 
Here’s to another successful 
decade, and then some. 


info@crushdv.com 


Me too, Pokemon 


continued from page 32 


in addition to regular DVD bonus features. 

Pascuzzi expects DVD to give CPM a large platform for growth. 
“Our anime fans tend to be collectors anyway,” he says, “and many 
of them are early adopters as well. Our DVD business is growing by 
leaps and bounds. As machine penetration increases, even the less- 
er titles are selling more.” 

He believes the U.S. introduction in October of Sony’s PlayStation 
2, which will give gamers DVD capability, will swell the customer 
base by as many as | million in the fourth quarter alone. Retailers 
take note: “There's a tremendous crossover in the demographics for 
game players and anime fans,” Pascuzzi says. 

CPM will have plenty of hot titles for new customers. Pascuzzi 


The many faces of CPM 


continued from page 34 


eight comics per month. During 2000, it will also release more than 
20 graphic novels. 

Via a sublicensing contract with lanus Publications, CPM arranged 
for the production and distribution of its first role-playing game book, 
based on Project A-Ko. Its second game, released by R. Talsorian, was 
based on Votoms. Demon City Shinjuku and Dominion: Tank Police 
are released by Guardians of Order. Additionally, Comic Images, a 
sublicensor of CPM, has released three trading card sets embodying 
favorite characters of CPM programs and comics. 


believes the year’s biggest release could be Shamanic Princess: The 
Talisman Unleashed (street Aug. 8, prebook July 3, dubbed $19.99, 
subtitled $24.99), a magical adventure from Outlaw Stars Hongo. 
“It’s already got several fan Web sites devoted to It, : he says. “There 
has been a lot of buzz, and we're getting plenty of inquiries. 

Pascuzzi sounds equally confident about prospects for the Aug. 8 
release of The Slayers Try Collectors boxed set ( prebook July 3, 
dubbed and subtitled, $69.99), a four-volume compilation of the fan 
favorite. He’s also enthusiastic about the July 18 DVD release of 
Demon Beast Invasion I & 2 (prebook now, $29.99), an erotic hor- 
ror Classic from the creative visionary behind the perennial best sell- 
er Legend of the Overfiend. 

“We're entering a period of what | believe will be extraordinary 
growth,” says Pascuzzi. “Japanimation has reached the mainstream, 
and it represents expanding profit opportunities for retailers of 
many stripes.” VB 


Computer software 
Wholly owned subsidiary Software Sculptors markets more 
than 20 CD-ROMs. These include screensavers, program data 
guides and digitized video programming. CPM has licensed 
several of its characters for production of “anime hyperguides” 
as well as its linear programming for release on alternate CD-ROM 
formats. 


Audio distribution 
CPM has released audio soundtracks to Japanimation videos 
Project A-Ko, Genocyber, M.D. Geist and CPM’‘s Icelandic 
Challenge Internet promotion. CPM’s MangaMusic label will 
release future audio products. —Barry Gutman 
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Happy 10th Anniversary 


Central Park Media! 


We salute your contributions to introducing 


the art of Japanese animation to American audiences. 
Congratulations and best wishes for continued success. 
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New releases and top catalog titles on Central Park Media: labels 


CPM—Anime 

Grave of the Fireflies 

Despite incredible hardship, 
two small children’s desperate 
struggle to survive during the 
closing days of World War II is 
vividly portrayed in this award- 
winning feature. 

Catalog, 88 mins., VHS $29.95 
dubbed, $19.99 subtitled; DVD 
$29.95. 

The Tale of 
Genji 

This adapta- 

+ tion of Murasaki 
i47| Shikibu's literary 
masterpiece 
recreates the 
prose and music 
of the Heian era. 


eS Catalog, 110 


mins., VHS $29.95 subtitled. 


CcCPM— 
Documentaries 

The Silk Road 

This critically acclaimed series 
follows the ancient path traveled 
by Marco Polo and features a 
soundtrack by composer and 
performer Kitaro. 

Street Aug. 15, prebook July 17, 
630 mins.; DVD: Boxed Set 1 
(Vols. 1-6), Boxed Set 2 (Vols. 7- 
12), $99.95 each; DVD Collection 
{includes all 12 volumes), $129.99 
for three-disc box set; VHS 
catalog. 


U.S. Manca Corrs— 

Anime 

Shamanic 
Princess: 
Tiara‘s Quest 

To retrieve the 
talisman stolen 
by her beloved, 
Tiara battles 
monsters with 
her incredible 
powers. 

New release, 60 mins., VHS 
$19.99 dubbed, $24.99 
subtitled. 

Photon: Idiot 
Menace 

During his 
search for a run- 
away friend, 
Photon is 

accidentally 
engaged toa 


renegade space pilot. 

Catalog, 60 mins., VHS: $19.99 
dubbed, $24.99 subtitled; DVD 
coming in fall. 

Record of Lodoss War: 
Chronicles of the Heroic Knight 

As Parn and Deedilit help a 
young knight prevent the resur- 
rection of an evil goddess, dark 
wizards and bloodthirsty dragons 
stand in the way of their quest. 

Box set contains all nine vol- 
umes. 

Catalog, 675 mins., VHS: 
Collector's boxed set, $139.99 
dubbed, $159.99 subtitled; DVD 
coming in fall. 


ANIME 18—Anime 

Spaceship Agga Ruter: 
Troublemaker 

Talyo and his sexy android 
companion are attacked and 
enslaved by a beautiful pirate. 

Street Aug. 8, prebook July 3, 
60 mins., VHS $29.99 dubbed. 

Return to Ogenki Clinic 

Whatever the 
Patient's sex 
problem, the 
wacky Dr. 
Ogenki and his 
sexy nurse Ruko 
are there to 
help...satisfaction 
guaranteed! 

Catalog VHS 
45 mins., $29.99 dubbed; DVD 
90 mins., $29.99 (DVD also 
includes Check Into Ogenki 
Ciinic). 

Urotsukidoji: Legend of the 
Overfiend 

The controversial masterpiece 
from the animation geniuses 
behind Space Cruiser Yamato, 
which launched the “erotic- 
grotesque” genre. 

Catalog, 108 mins., VHS $29.95 
dubbed; DVD $29.99. 


SOFTWARE ScuLptors— 
Anime 

Maze 

Transported 
through time 
and space, Maze 
has acquired 
astonishing 
Powers and one 
major prob- 
lem...she trans- 


forms into a 
lecherous man 
by night. 

VHS new 
release, 60 
mins., $19.99 
dubbed, 
$24.99 sub- 
titled; DVD 
street Sept. 19, 
prebook Aug. 
21. 

The Slayers Try: Love 
Eternal? 

The crazy adventures of Lina 
and friends continue in their 
search for fame, fortune and for- 
eign food as they set sail for a 
new world. 

Street July 11, 75 mins., VHS 
$19.99 dubbed 
and subtitled. 

Revolutionary 
Girl Utena: 
Crest of the 
Rose 

From the direc- 
tor of Sailor 
Moon, a girl is 
driven by a 
childhood mem- 
ory of a prince who comforted 
her during a time of grief. 

Catalog, VHS: 100 mins., 
$24.99 dubbed, $29.99 subti- 
tled; DVD 175 mins. (contains 
Crest of the Rose and The 
Legendary Spice), $39.99. 


UFOcity.com—UFO 
documentaries 

Ultimate 
UFO! The 
Complete 
Evidence 
DVD 

Covering 
more than 50 { 
years of sight- 
ings, this two- 
disc set con- 
tains a com- 
prehensive collection of UFO 
film and video clips. 

Catalog, 330 mins., $39.99. 

The UFO Experience: Budd 
Hopkins: Children—The 
Youngest Abductees 

Budd Hopkins, a well-known 
figure in the world of interna- 
tional UFO studies, focuses on 
the alarming number of alien 


abductions that relate to 
children. 

Catalog, 70 mins., VHS $19.95. 

The UFO Experience: Erich 
Von Daniken: In Search of 
Ancient Astronauts 

Erich Von Daniken is the 
author of the “ancient astronaut” 
theory and has written more 
than 20 books on the subject. 

Catalog, 120 mins., VHS 
$19.95. 


AsIA Puce CiInEMA— 


Live action 

Zero Woman: The Accused 

A woman without an identity 
is a lethal undercover agent 
working for a shadow division of 
the police department. 

New release, 77 
mins., VHS $29.99 — 
subtitled. 

Weather 
Woman 

Kei Mizutani 
Stars in this sexy, 
offbeat cult film 
Classic about the 
media industry, 
directed by 
Tomoaki 
Hosoyama, the self-proclaimed 
John Waters of Japan. 

Catalog VHS subtitled, 84 
mins., $29.99; dubbed street 
Aug. 22, prebook July 24, 
$29.99, DVD street Aug. 15, pre 
book July 17, $29.99, DVD also 
available in two-disc set with 
Weather Woman Returns, 
$49.99. 

Scorpion’s Revenge 

Unjustly accused of murder 
Nami counts the days until she 
can right the wrong that caused 
her incarceration. 

Catalog, 86 mins., VHS $29.99 
subtitled. 


—Compiled by Barbara Wexler 
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Meet the staff 


Since its birth in 1990, CPM has bulked up to more than 50 staffers and has acquired a 
catalog of more than 200 titles, representing many hundreds of hours of programming. 


John O'Donnell, 
managing director, 
is the founder and 
former president of 
Sony Video Software 
f Company, Sony’s first 
autonomous internal 
venture company. 
He was the first for- 
eigner hired by Sony 
Corporation’s Tokyo 
headquarters as a formal employee and 
became one of Sony's youngest operating 
company presidents. Sony Video Software 
spearheaded Sony's entry into entertainment 
programming and laid the groundwork for 
its acquisition of CBS Records and Columbia 
Pictures. He is a graduate of Yale University 
with a B.A. in Japanese studies, and he 
received an MBA from Harvard Business 
School after a year of advanced graduate 
work at Stanford University’s Inter-University 
Language Center in Tokyo. He is capable of 
negotiating licensing and production agree- 
ments in Japanese. 


Masumi Homma 
O'Donnell, director, 
is John O'Donnell’s 
wife and business 
partner in CPM. She 
spent more than 
eight years at Sony, 
both at Tokyo head- 
quarters and in Sony 
of America, where 
she served as marketing manager of the 
blank tape division and later in corporate 
communications. Having helped establish 
CPM as a general manager in the early years, 
her current role is to supervise the compa- 
ny’s business affairs and acquisition staff in 
all liaisons with Japanese licensors, a position 
in which she has more than nine years of 
experience. She is a graduate of St. Mary of 
the Woods College in Indiana, with a B.A. in 
liberal arts. 


Stephanie 
Shalofsky, director 
of production, 
brings more than 17 
years of home video 
experience to CPM. 
Having served under 
John O'Donnell for 
seven years in a simi- 
lar position at Sony 
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Video Software, 
she has expertise in 
developing and 
executing all 
aspects of produc- 
tion and manufac- 
turing for CPM's 
video programs, 
Packaging, marketing and advertising cam- 
paigns. She works with key vendors in pro- 
ducing the necessary materials to support 
each release, including the subtitling and 
dubbing of CPM’s video programming as 
well as its production of ancillary products 
such as merchandise goods and comic 
books. 


Mike Pascuzzi, direc- 
tor of sales, has 
more than 15 years 
experience in the 
video industry and 
another six in the 
record industry. He 
was instrumental in 
launching three new 
independent video 
labels before joining 
Central Park Media. His extensive video expe- 
rience has led to a wealth of close relation- 
ships with key retailer and distributor person- 
nel. The first staff member hired by CPM {in 
June 1990), he brings stability and a solid 
institutional memory to the CPM manage- 
ment team. 


Coli Anand, director 
of finance and oper- 
ations, has more 
than 15 years of 
experience in the 
entertainment indus- 
try. He came to CPM 
from his position as 
controller of 
Psygnosis, a Sony- 
owned subsidiary with more than 700 
employees worldwide producing software 
for the PlayStation videogame platform. 
Anand held a variety of positions in Sony 
Video Software, working under John 
O'Donnell for more than two years. He then 
spent seven years working in Sony 
Interactive Entertainment Inc. in the financial 
area. Anand spent four years in the record 
industry before joining Sony. He is a gradu- 
ate of Southbank University in London, with 
a BS. in business studies. 


Central Park Media 
250 West 57th St., Suite 317 
New York, NY 10107 


212.977.7456 


(outside N.Y.) 800.833.7456, Ext. 221 * Fax: 212.977.8709 
www.centralparkmedia.com 


Glenn Mondry, 
assistant director of 
sales, is a seven-year 
veteran of CPM. He 
opened the 
Canadian market for 
the company and is 
continuing to expand 
its anime business 
there. He also super- 
vises CPM’s in-house sales staff. 


Ed Creque, north- 
east regional sales 
manager, is a 16-year 
veteran of the video 
industry. He started 
with distributor 
Schwartz Brothers in 
1984 and five years 
later became acquisi- 
tions and marketing 
director for Forbes 
Video, then the No. 2 video chain in 
Northern Virginia. In 1993, Creque became 
mid-Atlantic sales manager for WEA and in 
1996 mid-Atlantic sales manager for Republic 
Pictures before joining CPM. 


Irwin Sirotta, 
national key 
accounts sales man- 
ager, is a 28-year 
entertainment indus- 
try veteran, with 
Positions at Capitol 
Records in New York 
and EMI Records in 
Atlanta. He has been = 
with various companies in the video industry 
for 18 years. 


Jim Wade (not pictured), western regional 
sales manager, started in video at the retail 
level in Scottsdale, Ariz., and worked for dis- 
tributor Sound Video Unlimited, which 
became Baker & Taylor. He then served as 
western regional sales manager for Pacific 
Arts and later Kultur and then as national 
sales manager for UrbanvVision before join- 
ing CPM. VB 
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Congratulations 
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TAJ Productions 


World peace 
through shared 
popular culture 


It's a slogan and a way of life at CPM, 
John O'Donnell tells VB’s John Gaffney 


entral Park Media managing director 
C John O'Donnell has one of the most 

diverse and accomplished careers in 
the video industry. He joined Sony 
Corporation in 1977 as the first foreigner 
hired as a full-time employee for Sony's Tokyo 
headquarters. After two years in Japan, 
O'Donnell returned to the U.S, where he 
spent the next 10 years launching new busi- 
nesses for Sony. In 1979, he was an integral 
part of Sony's business-oriented interactive 
laserdisc launch. O'Donnell launched Sony 
Video Software (SVS) in 1981. SVS began as a 
support vehicle for Betamax and then became 
one of Sony's first internal entrepreneurial 
companies. After Sony bought CBS Records 
and Columbia Pictures in 1988, O'Donnell 
tried to acquire SVS but couldn't agree to 
terms with the corporation. He left Sony in 
1989 and launched CPM a year later. 


VB: It has been a long way from being 
the first company to bring anime to the U.S. 
to the success the category sees now. Do 
you feel a sense of “mission accomplished?” 

O'Donnell: In a sense, | think we all feel vin- 
dicated. Very early on, we were convinced 
that anime would become a positive force in 
this business, and we felt it would permeate all 
levels of entertainment retailing. We always 
thought it would find its way into the main- 
stream. We proved we were right. 


VB: Did you ever think you'd see a phe- 
nomenon as big as Pokémon? 

O'Donnell: It doesn't surprise me. I'm a little 
surprised that this particular title and that par- 
ticular franchise broke out the way it did, but | 
always thought something would come out of 
this category to become a major mass-market 
phenomenon. This is Japanimation’s time to 
break out, and it was Pokémon’s turn to break 
through and really capture that younger 
demographic. 


VB: A few big companies have made a 
run at Japanese-style animation. Disney 
tried it with Kiki's Delivery Service. Miramax 
released Princess Mononoke. Do you think 
smaller companies like CPM will be able 
to remain independent and compete 
effectively? 

O'Donnell: To an extent, Central Park 


~ , Video . 


Media and all of the anime suppliers that con- 
sistently bring quality product to retail are 
niche players. But our retail customer as well 
as Our consumer identifies us with our prod- 
uct. That is critical. This business was built by 
independent companies. The entire market- 
place has come from outside the studio sys- 
tem. What will the eventual front lines look 
like? Will every studio have an anime division? 
Hard to tell at this point 


VB: Are retailers now looking too hard 
for the next Pokémon? Are they overlook- 
ing some good titles? 

O'Donnell: | think that it’s a natural focus of 
any retailer to focus on the hits. You want to 
keep an eye out for the titles that are going to 
attract the most business. But having said that, 
| do know that retailers who have consistently 
stocked our product and have chosen to par- 
ticipate in this category have built themselves 
a good business 


! realized that the secret to world peace is 
to get the “normal folk” in one country to 
understand and appreciate the normal folk 


and culture of the other country, so that 


they don’t want to go to war against them 


VB: Is there a demographic segment that 
has been underserved for anime? 

O'Donnell: There are two sides to that 
issue. On side one, you find that in Japan 
there is plenty of animated product for any 
segment of the population. All parts of the 
marketplace are well served. You will also see 
in Japan that a lot of titles are female-oriented. 
Now on the other side, you have to consider 
whether there is enough marketplace for 
those products over here. And is that market- 
place ready right now? Those questions will 
be answered in time. 


VB: You've made it a point to under- 
stand Japanese culture since your early 
days at Sony. Obviously, you deal with a 
lot of Japanese licensors. CPM maintains 
an uncommon corporate slogan: World 
peace through shared popular culture. 
Explain. 
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JOHN O'DONNELL 
Managing director, Central Park Media 


O'Donnell: When | was watching cover- 
age of the Gulf War on TV years ago, | real- 
ized that if the next announcement was “U.S. 
nukes Iraq off face of Earth,” | wouldn't really 
care much, This reaction concerned me, until | 
noted that I've never been to Iraq, never had 
any Iraqi friends, never saw an Iraqi movie or 
comic book, don't do any business with Iraq, 
etc. On the other hand, | wouldn't be very 
pleased if we nuked Japan again, since | do 
have Japanese friends, have experienced liv- 
ing there and do a lot of business with the 
Japanese. | realized that the secret to world 
peace is to get the “normal folk” in one coun- 
try to understand and appreciate the normal 
folk and culture of the other country, so that 
they don’t want to go to war against them 
However, doing this through academic exer- 
cises like teaching the major export of Bolivia 
to fourth graders (tin, | believe it was) is not 
going to work. You've got to get people to 
appreciate foreign cultures from a more acces- 
sible point of view, like popular culture. 

Every day, we get letters and e-mail from 
our fans saying things like, “Since | got into 
anime, | want to learn Japanese,” or “Could 
you introduce me to some pen pals in Japan 
who like anime?” It's pretty clear that a very 
good way to access another country is 
through its popular culture, not its historical or 
political culture, which are pretty dry topics for 
most people. So we created the slogan, 
“World peace through shared popular cul- 
ture,” and we've included it on all of our prod- 
ucts since then, to get people to think about 
the idea. VB 
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4 30-60-90 DAYS MOVIES 

\/7 + WE BEAT ALL PRICES 


CALL 8005375717 FAX 215:322.4664 
NEWTOWN 
VIDEO DIST. 


WWW.NEWTOWNVIDEO.COM 
Adult Special - 20 for $100 


pie | ‘a 

INCREASE fe 
‘e DVD cane. 
Siete COPY DEPTH 


$11.59 
The World 


Legend of 
Is Not Enough Sleepy Hollow 


FIND OUT 
ABOUT THE INDUSTRIES 1trst 
DVD BUY-BACK PROGRAM 
All Titles Arrive NEW, Before Street Date! 


eceeee Visit Www.jivideo.com/DVD 
or call Martin at 1-800-764-3267 x105 


INTRODUCING THE 
Simpler, 
Friendlier 
ZRENTRAK’ 


¢ Participate for FREE with the 
execution of at least one of our 
popular output agreements. 


¢ Short, easy to understand 
and non-exclusive’ agreement. 
No long-term commitment. 


Call us at 800-929-8000 
or visit us at www.newppt.com 


| PRINTER SUPPLIES 


COMPATIBLE RIBBONS 
OKIDATA * PANASONIC 
Ink & Toner Cartridges Available 


Laser Mart Video Retailer Special 
(877) 440-MART Starting at $1.99 


www.lasermartreno.com 


BEEBEEEBONLIN E 


More Readers & More Hits 


Makes Video Business Classifieds The Place To Be. 
www.videobusiness.com/classifieds.htm 


~ We Specialize in New and Used Movies. 
~ We Buy N64/Playstation Games, ~ We Buy Store inventories. 


~ We Buy DVD. 


EAST COAST VIDEO DISTRIBUTORS, INC. 
1-800-222-5988 301-921-4207 FAX 301-330-2285 
GUARANTEED PRODUCT/COMPETITIVE PRICES 


uinl, 
N ww more 


Lum! 7 
ei Yatsu 

Uy Series 1-25 

VHS Subtitled $24.95 ea- 


assrees6/11/00 
Collect Them All! 


(oh yo dstrbutor 


(800) 24- 


BOOST YOUR 
AUCTION SALES FREE! 


WANTED! 
Stores Selling Rare Product on Ebay, Amazon, 
and other auction sites (or on your own site) for 
unique free promotion on RARESTORE.COM 
Contact Video Oyster at 
Video@well.com or 212-989-3300 
Video Oyster, P.O. Box 663 
New York, NY 10011 


Try the new www.videooyster.com 
for rare videos! 


CLASSIFIED SALES REPRESENTATIVE: CHRISTIAN CALSON 323-965-2405 ccalson@cahners.com 


Service That Is Out Of This World! 


(800) 922-4556 www.completesoft.com 


Complete Software Solutions, Inc. 
Point-of-Sale - Networks - Computers - Full Service 


Full working evaluation 


‘o copy of Point Of Video 
Ee Not just Computer Software 
\ 


+ Year 2000 + RenvSell * Espanol 
+ Rentrak * Mulumedia * Kiosk 
+ Multi Site * Training * Much More! 


800-949-5002 


Retail Computer Sciences 760-746-9142 
http://www.ociretall.com 


E N T E f T AP Na MeeE N Li 
Brand Managers/Brand Directors 
With Home Entertainment Experience 
Join the cutting edge of home entertainment 
marketing in a company where your vision 
and contribution will help shape our future. 


Artisan Entertainment seeks dynamic Brand Managers 
and Directors to handle all aspects of marketing for video 
sell-through, rental and OVD releases.The successful 
candidates must have demonstrated leadership and project 
management skills in all areas of marketing activities. 

This position requires a strong background in consumer 
marketing including creative development, media planning 
and budget management. BA/BS required (MBA preferred) 
The ideal candidate will have 5+ years experience in 
strategic marketing and planning, must have strong written 
and verbal communication skills, and the ability to manage 
complex projects and execute robust strategies through 
implementation. Entertainment and/or Consumer package 
goods experience a plus. 


We offer a competitive salary commensurate with 
experience; and excellent benefits package, and a great 
working environment 
Please fax resume with salary history to: 
(310) 255-3870, or email to: resume@artisanent.com 
Artisan is proud to be an EOE 


CALL ANTI- PIRACY 
HOTLINE 
G00-NOCOPYS 


HONORING THOSE WITH 
UNIQUE PERSPECTIVE AND 
A VISION FOR THE FUTURE. 


THE VISIONARY HONOR AWARD 


1989-2000 


DIOEO INDUSTR 


Y ALD ACTION COMMITTEE 


THURSDAY, 9-21-2h. SAVE THE DATE! 
CONTACT: (323) ST1-6197 


YOETMMOYNS o.oo. ooccs occ: 


Total turns nationally: 3.7 million Ml Total revenue: $12.5 million 


WEEK'S WEEKLY REVERUE US DVD RENTAL 
RENTAL REVENUE = FEVENUE TO DATE BOX OFFICE REVENUE 
{SIN MILS.) CHANGE (%) {SIN ILS) (SI MILS) AS % OF 8.0. 


AE 


4 1 NEW 1 THE GREEN MILE (WARNER, $24.95) 653.4 $2.32 _ $2.34 $136.1 1.7% 
< aNE VV) ea) BICENTENNIAL MAN (BUENA VISTA, $32.95) 220.9 0.77 = 0.78 58.2 1.3 
= 3 ! 2 GIRL, INTERRUPTED (COLUMBIA. $24.95) 161.8 0.57 -18.1% 1.27 28.9 44 
4 2 2 NEXT FRIDAY (NEW LINE/WARNER, $24.95) 145.1 0.50 -24.5 1.18 wiz 2.1 
5 3 8 FIGHT CLUB (FOX, $39.95) 125.6 0.44 -19.0 1,00 36.9 Zu) 
6 4 4 SLEEPY HOLLOW (PARAMOUNT, $29.95) 123.2 0.43 -19.1 3.74 100.3 3.7 
7 NEW 1 PLAY IT TO THE BONE (BUENA VISTA, $32.95) 122.1 0.43 _ 0.43 8.4 ioe 5.1 
8 5 3 MAN ON THE MOON (UNIVERSAL $24 95) 95.6 0.33 -30.0 1.4) 34.4 4.1 
9 6 4 EYE OF THE BEHOLDER (COLUMBIA, $24.95) 60.0 0.21 -28.5 1,30 16.4 7.9 
10 if 7 DOGMA (COLUMBIA, $24.95) 59.3 0.21 -18.8 3.11 30.4 10.2 
It 9 10 THREE KINGS (WARNER, $24.95) 59.2 0.20 -13.1 5.14 60.2 8.5 
12 10 9 END OF DAYS (UNIVERSAL, $39.95) 57.7 0.20 -9.5 4.55 65.8 6.9 
13 8 6 BRINGING OUT THE DEAD (PARAMOUNT, $29.95) 56.6 0.20 -22.5 2.79 16.6 16.8 
14 it 7 GALAXY QUEST (DREAMWORKS/UNIVERSAL, $26.99) 54.7 0.19 -9.5 3.3! 69.0 4.8 
15 12 26 SUMMER OF SAM (BUENA VISTA, $29.99) 46.0 0.17 -17.6 2.90 19.3 15.0 
16 13 7 BEING JOHN MALKOVICH (USA, $24.95) 47.8 0.17 -17.1 2.48 22.0 11.3 
17 i 1p THE SIXTH SENSE (BUENA VISTA, $29.95) 36.5 0.12 -3.6 7.86 2774 2.8 
18 14 10 THE INSIDER (BUENA VISTA, $32.95) 33.5 0.12 -13.2 2.53 26.6 9.5 
19 16 9 HOUSE ON HAUNTED HILL (WARNER, $24.95) 31.4 0.11 -11.6 2.10 40.8 49 
20 18 14 THE BONE COLLECTOR (UNIVERSAL, $26.98) 29.5 0.10 -1L5 5.03 65.4 77 


topCAMErenters............. 


@ Total turns nationally: 4.5 million Ml Total revenue: $18.7 million 
WEEKS WEEK'S WEERLY REVENUE 
TH LAST RELEASE TURMS RENTAL REVENUE REVENUE 10 OATE 
weet (WEEK DATE TITLE (PLATFORM, LABEL, SRP) (iN THOUS.) (S IN MILS.) CHANGE (%) (S IN MILS) 


5-00 PERFECT DARK (N64, NINTENDO, $59.99) $0.98 2.6% $3.44 


3-00 POKEMON STADIUM (N64, NINTENDO, $69.95) 0.43 65 11.55 


5-00 EXCITEBIKE 64 (N64, NINTENDO, $59.95) 0.37 1.3 2.42 
3-00 TONY HAWK’S PRO SKATER (N64, ACTIVISION, $49.99) 0.37 7.3 4.24 


1-00 MARIO PARTY 2 (N64, NINTENDO, $34.95) 0.30 13.2 7.90 


TO TaAGH Rental charts are based on data provided through an exclusive arrangement with VSDA''s VidTrac. Point-of-sale rental transactions are collected weeldy from a representative 
sampling of 15,000 independent video retailers and video specialty stores, including Blockbuster, and projected nationally. (N)SRP=(No) Suggested Retail Price 


—} dverti: Martial Arts product! 
Martial Arts a a a 


7, VA q 7 Andi Elliott 323.965.2403 
Linda Buckley-Bruno 323.965.2402 


A Video Business Special Report Carl Strecker 323.965.2449 
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topVHSrenters.............. 


Total turns nationally: 54.4 million Mf Total revenue: $160.2 million 


WEEK'S WEEK'S WEEKLY REVENUE US VUiS RENTAL 

TH UST WEEKS IN TURNS RENTAL REVENUE — REVENUE TO DATE BOX OFFICE REVENUE 
WEEK © WEEK RELEASE TITLE (LABEL/DISTRIBUTOR, SRP) (IN HILS.) ($ IN MILS.) CHANGE (%) (SIN HILS,) (SIN HLS.) AS % OF B.O, 

1 NEW 1 THE GREEN MILE (WARNER, NSRP) oi $17.9 = $17.9 $136.1 13.2% 

2 2 2) GIRL, INTERRUPTED (COLUMBIA, NSRP) 18 6.4 -8.9% 13.4 28.9 46.6 

3 NEW 1 BICENTENNIAL MAN (BUENA VISTA, NSRP) 1.8 6.0 = . 6.0 58.2 10.3 

4 if | 2 NEXT FRIDAY (NEW LINE/WARNER, NSRP) “7 5.9 -22.7 13.5 57.2 23.6 

5 3 4 SLEEPY HOLLOW (PARAMOUNT, NSRP) 1.3 43 -14.2 29.7. 100.3 29.6 
5 6 4 6 AMERICAN BEAUTY (OREAMWORKS/UNIVERSAL, NSRP) 2 3.9 -11.3 32.9 103.0 31.9 

7 NEW | PLAY IT TO THE BONE (BUENA VISTA, NSRP) 1.0 3.3 = 3.3 8.4 39.1 

8 5 3 MAN ON THE MOON (UNIVERSAL, NSRP) 0.8 2.7 -27.8 11.6 34.4 33.7 

9 7 5 THE WORLD IS NOT ENOUGH (MGM, $19.98) 0.8 2.6 -19.6 ~ 25.0 126.9 19.7 

10 8 12 THE SIXTH SENSE (BUENA VISTA, NSRP) 0.8 25 -3.5 102.0 277.4 36.8 

I 6 4 EYE OF THE BEHOLDER (COLUMBIA, NSRP) 0.7 2.5 -26.4 17.0 16.4 103.8 

12 I 9 END OF DAYS (UNIVERSAL, NSRP) 0.7 2,2 1.0 39.6 65.8 60.2 

13 9 10 THREE KINGS (WARNER, NSRP) 0.7 2.2 z -9.7 52.4 60.2 87.1 

14 12 8 FIGHT CLUB (FOX, NSRP) 0.6 1.9 -9.9 30.9 36.9 83.9 

15 13 7 GALAXY QUEST (DREAMWORKS/UNIVERSAL, $22.98) 0.5 1.8 -13.8 25.9 69.0 37.6 

16 10 3 SNOW FALLING ON CEDARS (UNIVERSAL, NSRP) 0.5 1.7 -23.9 “67 143 47.| 

17 15 7 DOGMA (COLUMBIA, NSRP) 0.5 1.7 13.8 “217 304 Rises 
18 [Zan l0, SUPERSTAR (PARAMOUNT, NSRP) ; 3 0.5 1.6 -3.6 25.4 30.5 a 83.1 ie 
19 14 6 BRINGING OUT THE DEAD (PARAMOUNT, NSRP) 05 1.6 -20.6 18.3 45.0 40.6 

20 Tes 314 THE BONE COLLECTOR (UNIVERSAL, NSRP) 0.5 ; 1.60 76.5 60.2 65.4 92.0 

21 NEW | LIGHT IT UP (FOX, NSRP) Bi 0.44 1.47 : a } 15 SH) 25.0 

22 21 9 HOUSE ON HAUNTED HILL (WARNER, NSRP) 0.44 1.46 -0.3 24.0 40.8 58.9 3 
23 19 6 MYSTERY, ALASKA (BUENA VISTA, NSRP) 0.42 1.42 -9.3 13.0 “89 145.6 

24 18 7 BEING JOHN MALKOVICH (USA, NSRP) 0.40 1.39 -13.7 16.2 2.0 73.6 é 
25 20 9 STUART LITTLE (COLUMBIA, $24.95) 0.43 1.38 -7.8 28.4 = 132.0 21.5 


vidscan top sellers: nontheatrical (week ended June 18) 


DIRECT-TO-VIDEO LIMITED THEATRICAL RELEASE* 
TITLE (LABEL/DISTRIBUTOR) REVENUE ($ IN MILS.) TITLE (LABEL/DISTRIBUTOR) REVENUE ($ IN MILS.) 


MERCY (COLUMBIA) $0.96 | BOYS DON’T CRY (FOX) $1.23 


JACKIE CHAN’S PROJECT A (MIRAMAX/BUENA VISTA) 0.35 2 THE STRAIGHT STORY (BUENA VISTA) 0.53 


SWITCHING GOALS (WARNER) 0.31 3 THETHIRD MIRACLE (COLUMBIA) 0,39 


AN EXTREMELY GOOFY MOVIE (BUENA VISTA) 0.30 THE OMEGA CODE (PROVIDENCE/GOOD TIMES) 0.25 


JET LI’S THE ENFORCER (MIRAMAX/BUENA VISTA) 0.25 TUMBLEWEEDS (NEW LINE/WARNER) 0.21 


*Widest weekly release no more than 475 screens (Source: Exhibitor Relations) 


—V»_S. _B_»~_A_ Rental charts are based on data provided through an exclusive arrangement with VSDA's VidTrac. Point-of-sale rental transactions are collected weekly from a representalive 
WARP Wed <sampiing of 15,000 independent video retailers and video specialty stores, including Blockbuster, and projected nationally. (N)SRP=(No) Suggested Retail Price. 


Advertise your Sci-Fi product! 
Space: 6/30 Materials: 7/7 
Andi Elliott 323.965.2403 


Linda Buckley-Bruno 323.965.2402 
Carl Strecker 323.965.2449 
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DATA 


SALES SALES 
INDEX INDEX 
THIS WEEK PRIOR WEEK 


ET 


=< 
= 1 NEW | THE GREEN MILE (WARNER, $24.98) ods 100 _ 
~ 2 | 2 THE FIGHT CLUB (FOX. $34.98) ‘ oi Paid fi 18 100 3 
x 3 2 2 NEXT FRIDAY (NEW LINE/WARNER, $24.98) : d 15 ots 72 
4 NEW | BICENTENNIAL MAN (BUENA VISTA, $32.99) Tx. e 13 * aaa 
: 5 6 37. THE MATRIX (WARNER, $24.98) 13 = 18 
6 5 S$ THE WORLD IS NOT ENOUGH (MGM. $34.98) 12 eat Deo 21 
7 4 4 SLEEPY HOLLOW (PARAMOUNT, $29.99) 10 : 24 2 
8 9 12 THE SIXTH SENSE (BUENA VISTA, $29.99) 9 16 te. 
9 13 10 THREE KINGS (WARNER, $24.98) tte 9 I = 
10 3 2 GIRL, INTERRUPTED (COLUMBIA, $24.95) 6 _27 = 
tl 16 13 HIGHLANDER: THE DIRECTOR'S CUT (ARTISAN, $9.98) 5 9 = 
2D ir | 9 END OF DAYS (UNIVERSAL. $26.98) ; ie 5 5 i 
13) NEW ! CHASING AMY (MIRAMAX/BUENA VISTA, $32.99) f ys 5 _ 
14 R 20 THE SHAWSHANK REDEMPTION (WARNER. $19.98) 5 — ’ 
1s 14 25 AMERICAN PIE (UNIVERSAL, $24.98) 5 10 
16 10 7 GALAXY QUEST (DREAMWORKS/UNIVERSAL, $26.99) ; 4 : 1S 
17 7 3. MAN ON THE MOON (UNIVERSAL $24.98) oa ae 4 17 
18 12 7 DOGMA (COLUMBIA. $24.95) Sack ee a 4 =f sae. i 
19 R 46 HEAT (WARNER. $19.98) i eee FEE 4 e% 
20 NEW | PLAY IT TO THE BONE (BUENA VISTA, $32.99) r Laity ¥ ; aby. z; 4 ; 
+, Data provided by VideoScan, a service of VNU Corp. and ACNielsen Corp, from its music/video chains like Tower Records/Video and mass merchants like Target Stores and Best 


“First Alert” survey of early. 
Blockbuster, sell-through sp 


eporting retailers, including rental specialists like Buy. The VideoScan chart uses an index to illustrate a ranked ti formance relative to 


alists like Suncoast Motion Picture Company, the week's top seller. SRP=Suggested Retail Pace. R=Returned to chart. 


topCAMEsellers.......... 


NPD top titles: ranked on units sold 


PLAYSTATION NINTENDO 
RELEASE AVERAGE RELEASE AVERAGE 
DATE _ RETAIL PRICE TITLE (LABEL) DATE RETAIL PRICE 


WWF SMACKDOWN! (THQ) 3-00 $40.28 PERFECT DARK (NINTENDO) 5-00 $60.00 
TONY HAWK'S PRO SKATER (ACTIVISION) 9-99 $36.46 POKEMON STADIUM (NINTENDO) 3-00 $59.75 
SYPHON FILTER 2 (989 STUDIOS) 3-00 $40.12 EXCITEBIKE 64 (NINTENDO) 5-00 $50.77 


4 S.W.: EP. |—JEDI POWER BATTLES (LUCASARTS) 4-00 $40.79 4 TONY HAWK’S PRO SKATER (ACTIVISION) 3-00 $48.15 
5 SPEC OPS (TAKE 2 INTERACTIVE) 4-00 $iise 5 MARIO PARTY 2 (NINTENDO) 1-00 $50.17 
6 VAGRANT STORY (SQUARESOFT) 5-00 $42.00 6 SUPER SMASH BROTHERS (NINTENDO) 4-99 $50.13 
7 SYPHON FILTER (989 STUDIOS) 2-99 $20.14 7 WWE WRESTLEMANIA 2000 (THQ) 11-99 $59.97 
8 TRIPLE PLAY 2001 (ELECTRONIC ARTS) 3-00 $40.56 8 SUPER MARIO 64 (NINTENDO) 9-96 $40.11 
9 GRAN TURISMO 2 (SONY) 12-99 $39.88 9 MARIO KART 64 (NINTENDO) 2-97 $40.11 
10 MLB 200! (989 STUDIOS) 3-00 $40.38 10 NAMCO MUSEUM 64 (NAMCO) 11-99 $30.44 


Charts based on point-of-sale data collected by NPD Group from retailers including discount, specialty, consumer electronics, online and toy stores, computer 
superstores and mail-order/catalogs. 
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eo” =. nae 


eww ii 
topVHSsellers............... 


THIS LAST WEEKS 
WEEK WEEK ON CHART TITLE (LABEL/DISTRIBUTOR, SRP) 
I I 5 AMERICAN PIE (UNIVERSAL, $14.98) 100 100 3 
2 3 5 THEWORLD Is NOT ENOUGH (MGM, $19.98) 84 61 me 
3 2 9 STUART LITTLE (COLUMBIA, $24.96) 68 61 
4 4 Il STAR WARS: EPISODE |—THE PHANTOM MENACE (FOX, $24.98) 55 50 
5 20 27 THE MATRIX (WARNER, $14.98) 42 16 
; 6 8 7 GALAXY QUEST (OREAMWORKS/UNIVERSAL, $22.98) 36 33 
: 7 17 3. POKEMON: WATER BLAST (PIONEER, $14.98) 35 19 
a 4 DRAGON BALL Z—TRUNKS: PRELUDE TO TERROR (FUNIMATION, $19.95) 33 34 
9 6 7 POCAHONTAS (BUENA VISTA, $22.99) 32 34 
10 10 4 DRAGONBALL Z—TRUNKS: MYSTERIOUS YOUTH (FUNIMATION, $19.95) 30 31 
1) 14 LL) ENTRAPMENT (FOX, $14.95) 29 20 
123 5 SOUTH PARK: BIGGER, LONGER & UNCUT (PARAMOUNT, $14.95) 26 23 
13.25 3 POKEMON: PICTURE PERFECT (PIONEER, $14.98) 25 14 
vr 2 DEEP BLUE SEA (WARNER, $19.98) 25 32 
15 12 a2 THE FOX AND THE HOUND (BUENAVISTA, $22.99) 25 23 
16 2 38 58 TAE-BO WORKOUT (VENTURA, $14.95) 23 9 
17 23 4 SAILOR MOON S: HEARTS IN ICE (PIONEER, $14.98) 23 16 
18 3925 SAVING PRIVATE RYAN (UNIVERSAL, $24.99) 21 9 
1932 8 THE ROCK: THE PEOPLE'S CHAMP (WWF. $14.95) 21 10 
2 18 2 BLUE’S CLUES: STOP, LOOK & LISTEN (PARAMOUNT, $9.95) 20 19 
2116 3. POWERPUFF GIRLS: BUBBLEVICIOUS (WARNER, $14.95) 19 20 
(22-5 2 LIFE(UNIVERSALSI498) 19 38 
23 NEW | DISCOVER SPOT (BUENA VISTA, $19.99) 19 —_ 
24 34 24 BIG DADDY (COLUMBIA, $14.95) ey 17 10 
25 NEW | SHAFT (WARNER, $9.94) 17 = 


vidscan top sellers: nontheatrical (week ended June 18) 


SPORTS MUSIC 
TITLE eee TITLE LABEL 
| 


| THE ROCK: THE PEOPLE’S CHAMP STEELY DAN: TWO AGAINST NATURE IMAGE 


2 ROCK: KNOW YOUR ROLE 2 JIMMY BUFFETT: TALES FROM MARGARITAVISION MCA 


3 EVE OF DESTRUCTION 3 WHITNEY HOUSTON'S GREATEST HITS ARISTA 


4 AUSTIN VS. MCMAHON BRITNEY SPEARS: TIME OUT WITH BRITNEY JIVE 


5 THE STORY OF GOLF COLLECTION EAGLES: HELL FREEZES OVER GEFFEN 


6 BEST OF RAW:VOL. | DAVE MATTHEWS BAND: LISTENER SUPPORTED RCA 


7 MICK FOLEY: MADMAN UNMASKED SNOOP DOGGY DOG: DEATH ROW UNCUT VENTURA 


8 HELL YEAH: STONE COLD’S SAGA CONTINUES SLIPKNOT: WELCOMETO OUR NEIGHBORHOOD ROAD RUNNER 


9 NBA NOW! SHOWMEN OF TODAY CHER: LIVE IN CONCERT HBO 


10 WRESTLEMANIA 2000 10 THE ARISTA RECORDS 25TH ANNIVERSARY ARISTA 


fo Data provided by VideoScan, a service of VNU Corp. and ACNielsen Corp. from its "First Alert” survey of early-reporting retailers, including rental specialists like Blockbuster, 
sell-through specialists like Suncoast Motion Picture Company, music/video chains like Tower Records/Video and mass merchants like Target Stores and Best Buy. The VideoScan chart 
**am- uses an index to illustrate a ranked title's performance relative to the week's top seller SRP=Suggested Retail Price. 
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ne 


MARKET 


EK ENDED JUNE 20 


One Purchase Index Point = about 19,000 transactions. 


Video Flash 
Index this week: 120.0 Last week: 117.6 Year-ago week: 111.7 


sales 


WEEK ENDED JUNE 20 


1200 


1100 j= MB current Year 


1000 | 109 one Year Ago 
| 


<a ti re 
3728 ait 6/6 


ET & 
720 8/3 


One Purchase Index Point = about 19,000 transactions 


Video Flash 


Index this week: 666.7 Last week: 615.6 Year-ago week: 528.9 


box-office report 


VIDEO 


LABEL RELEASE 


DAYS OF 


WEEKEND 
GROSS 
(UNE 16-18) 


# OF 


% CHANGE ENGAGEMENTS 


AVERAGE 


PER ENGAGEMENT 


DATE 


) 


; aA The Video Flash Barometer Index produced by Alexander & Associates. is a three-week moving average of weekly sales, with 100 equal to the average number of weekly sales in the second quarter of 1987 


SHAFT 


PARAMOUNT 3 


$21,714,757 _- 2,337 


$9,292 


$21,714,757 


GONE IN 60 SECONDS 


BUENA VISTA 10 


14,896,031 3,049 


4,886 


52,074,087 


BIG MOMMA'S HOUSE 


FOX 17 


11,686,558 2,843 


4,111 


71,231,014 


MISSION: IMPOSSIBLE 2 


TITAN A.E. 


PARAMOUNT 


11,362,008 3,633 


3,127 


176,581,244 


FOX 


9,376,845 2,734 


3,430 


9,376,845 


BOYS AND GIRLS 


MIRAMAX 


DINOSAUR 


BUENA VISTA 


7,008,950 1,983 


3,535 


7,008,950 


5,863,092 2,938 


1,996 


120,508,781 


GLADIATOR 
SHANGHAI NOON 


DREAMWORKS 


5,362,293 2,266 


2,366 


158,993,824 


BUENA VISTA 


3,792,622 2,126 


1,784 


48,007,713 


ROAD TRIP 


DREAMWORKS 


3,091,860 2,151 


1,437 


60,177,784 


FANTASIA/2000 
SMALL TIME CROOKS 


BUENA VISTA 


2,911,485 1,313 


2,217 


52,461,576 


DREAMWORKS 


941,650 612 


1,539 


14,784,478 


FREQUENCY 


NEW LINE 


879,702 777 


1,132 


41,705,965 


U-571 


MICHAEL JORDAN TO THE MAX 
FLINTSTONES IN VIVA ROCK VEGAS 
ERIN BROCKOVICH 


WHERE THE HEART IS 
ISLAND OF THE SHARKS 
20 MISSIONTO MARS 


Source: Daily Vanety TBA=To be announced 


UNIVERSAL 


688,025 688 


1,000 


74,150,165 


TBA 
14 UNIVERSAL 


443,181 


9,233 


5,045,494 


393,370 


695 


32,763,265 


UNIVERSAL 


BUENA VISTA 101 


R=Returned to chart 


332,235 


685 


123,839,700 


329,996 -5I 


683 


31,983,852 


279,940 +1,225 


46,657 


7,815,396 
60,280,296 


Jerry Bruckheimer's latest big-budget action movie, Gone in 60 Seconds, didn't 
stay at the top for jong. The resurrection of the 70s Shaft shot its way to the 
No. | spot this week The only other live-action debuts were from Miramax's 
Boys and Girls, in at No. 6, and the surprise appearance of the Imax film Island of 


the Sharks, whose weekend gross rose 1,225% in only six engagements. On the 
animated side, Fox's sci-fi adventure Titan AE. opened at No. 5 and 
Fantasia/2000, now in general release, returned at No. | |. Finally, Mission to Mars 
retumed to the chart after adding 340 engagements. 
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KYLE MacLACHLAN ALISON EASTWOOD 


STAR POWER: 


ALISON EASTWOOD 


ABSOLUTE POWER, MIDNIGHT IN 
THE GARDEN OF GOOD AND EVIL, 
JUST ALITTLE HARMLESS SEK 


KYLE MACLACHLAN 


BLUE VELVET, THE FLINTSTONES, 
THE DOORS, 


PRE-ORDER DATE: 7-14-00 
STREET DATE: 8-86-00 


‘Running Time: Approx. 90 Min. 
ONTH VIDEO EXCLUSIVE 
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expected to aggressively 
sell Warner's interim 
titles, including Mile, in 
light of the fact that they 
will be losing all Warner 
rental business soon. 

In fact, a disproportion- 
ate share of Mile rentals— 
83%—were generated by 
large retailers, those most 
likely to already buy 
directly from Wamer. 

According to the 
VSDA, the average VHS 
rental price for Mile was 
$3.47, compared to $3.38 
for Buena Vista Home 
Entertainment's The Sixth 
Sense, with the price 
apparently driven up by 


what the VSDA classifies 
as “Tier 4” storefronts 
(those that generate 
$33,000 or more per 
month in rental revenue). 

About 33% of specialty 
storefronts are in this cat- 
egory, which includes 
“Virtually all” Blockbuster 
Video and a “significant 
portion” of Hollywood 
Video outlets, said Erin 
Crawford, director of 
research for the VSDA. 
“Those large-chain stores 
charge a premium rental 
price, and when more 
transactions occur at 
those stores, the average 
rental revenue moves 


Valley continued from page 4 


that we wish wasn’t in our 
warehouse,” Cohen said. 
The problem originated 
three years ago when Val- 
ley, then solely a music 
distributor, purchased 
video distributor Star. 


At the time of the pur- 
chase, Star was “over- 
stocked, and in three 
years we have not gotten 
our arms around this 
problem,” he acknowl- 


edged. 


GREEN} MIL 


BA disproportionate share 
of Mile rentals—83%— 
were generated by large 
retailers. 


higher,” she said. 

A Warmer _ spokes- 
woman said the movie 
climbed to No. 1 on the 
strength of its quality and 


To achieve the neces- 
sary reductions, the com- 
pany will ask the studios 
to accept a higher allot- 
ment of returns than Val- 
ley is normally permitted, 
he said, which could 
mean added “restocking” 
charges that could take a 


Study: $9B online biz by 2005 


By Justin Oppelaar 
and Wendy Wilson 
NEW YORK—The 
market for digital video, 
music and books online 
could be nearly $9 billion 
by 2005, dramatically 
exceeding previous pro- 


mews from 
VB+/ARIETY 


jections, according to a 
new Andersen Consult- 
ing study. 

Released last week, the 
consumer survey found 
that more than half of 
the consumers between 
the ages of 15 and 55 
polled said they would 
use digital devices to 
access eftertainment 
content within the next 
five years. Based on these 
results, the research con- 


cem _ projects 
demand for eee 
demand in five years to 
be about $3.1 billion, 
with estimates for music 
and e-books at $3.2 bil- 
lion and $2.3 billion, 
respectively. 

Andersen’s expecta- 
tion for the growth of 
the digital entertain- 
ment market is bullish 
when compared with 
that of tech-heavy con- 
cem Forrester Research. 
Forrester’s projections 
for the market size of 
digital entertainment in 
2005 put the potential 
value of online music 
sales at $1.1 billion and 
of e-books at $400 mil- 
lion. (Forrester’s projec- 
tions for the online 
video market for that 
year were unavailable.) 
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The Andersen survey 
also indicated that the 
key to the online enter- 
tainment market reach- 
ing its optimum size is for 
content providers to 
offer simple ways for con- 
sumers to access broad- 
based content. Study 
author and Andersen 
partner Ken Mifflin said 
respondents are also 
interested in more 
durable and much sim- 
pler devices than today’s 
high-tech gadgets to gain 
online access to music, 
video and e-books. 

More than 600 con- 
sumers participated in 
the national study, called 
“The Morphing Content 
Consumer: The Future 
of Digital Devices and 
Content.” Most were 
polled in malls. m 


reputation. “It’s nice to 
see that the public recog- 
nizes a great film,” she 
said, “On the (VHS) side, 
the retailers are obviously 
getting them in good 
numbers to get them to 
work. There’s enough 
copy depth out there that 
no one is going to go away 
disappointed.” 
According to Block- 
buster, the three-hour- 
plus movie, a double cas- 
sette on VHS, was the 
chain’s top-renting title 
on VHS and DVD for 
the week ended June 18. 
In fact, the Warner title 
did great business on 
DVD, running up $2.3 
million in rental revenue 


short-term toll on Val- 
ley’s bottom line. 

To accomplish the task, 
the company named 
James P. Miller interim 
CFO to replace Randy 
Cerf and hired respected 
industry veteran Lew 
Garrett as senior VP of 


PAY - 


continued fon page 4 


executive Dan Cohen 
| said he's “extremely en- 
couraged” with the film's 
PPV results.'‘There aren't 
a lot of films that have 
had the combination of a 
' strong box-office run, a 
rental video window and 
a 30-day PPV window,’ 
he said. 
Atthough home video 
rental revenue dropped 
39% in the first week of 
© PPV distnbution, Cohen 
argued that with the digi- 
' tal-cable-subscriber base 
| at about 2 million—and 
' with an addressable ana- 
J log base of only 29 
} million households—not 
| enough consumers had 
§ access to the film to affect 
home video revenue. 
Sonnenberg hopes the 
movie's success will 
spawn shorter PPV win- 


caveats 


PER 


and ranking 12th in 
overall rentals (VHS 
and DVD) for the week, 
according to figures from 
VidTrac. 

DVDs accounted for 
7.2% of all video rentals 
last week, up from about 
% at the beginning of 
the year and surpassing 
the 7% mark for the first 
time. 

The VHS was the best- 
renting double cassette in 
recent memory, according 
to Ray Jewell, owner of 
six-store Movie Magic in 
Lindale, Texas. As late as 
June 21, customers had 
reserved all dozen or so 
copies in one of his stores, 
he said. m 


sales and marketing. Gar- 
rett was the music and 
video buyer for retail 
chain Camelot Music. 
Garrett will oversee the 
adjustment of Valley's 
inventory levels and 
negotiate price and co-op 


terms with suppliers. 


VIEWS 
dows on other hit titles, 
but there is little evidence © 
of that so far. 

One studio executive 
went so far as to say his 
company has no plans to | 
offer early window titles | 
to digital subscnbers in 
the near future. Similarly, 
Cohen would not com- 
mit to another aOide i 
window title. 

Yet even with The sixth 
Sense’s PPV buy rate and) | 
revenue success, Sonnen- 
berg said the numbers |) 
are still well below the | 
industry's potential. i 

“There's a lot of room | 
for improvement. And 
with the continued roll- 
out of digital boxes, the 
buy rates will increase.’ 

R Thomas Umstead is 
pay-per-view/sports editor 
of VB sister publication 
Multichannel News. 


over $20 milliox 


bo Os 


(Academy Aw~- 


(Eyes Wide Shur 


s 


oe : 


sMacy 


, A Civil Action) 


uobe Winner 


Tom Cruise 
Best Supporting Actor 


Academy Award” nominee 
best supporting actor 


DOUBLE PLATINUM 
Two Disc Set. Loads of extras, 
only $29.98 SRP! 


street date: 7/25/00 


Coloc/R/Rammimg Timac Approt. 183 manus 


~ VHS CAT# Na969V UPC# 7-94043-49693-6 ISBN¢ 0-7806-2347-7 
‘\ SPANISH VHS CAT# N5028V. UPC 7-94043-50233-5 ISBN# 0-7806-3115-3 
DVD CAT? N5029 UPC# 7-94043-50292-7 ISBN 0-7806-3116-1 


— . joo Mag Ae Bs 
“tom cruis Ke. 


rs www.magnoliamovie.com 
a fe Ris 


NEW LINE BOS 
HOME VIDEO “Advertsing and promotional details subject to change without notice, 
© 2000 New Line Homa Video, Inc. All Rights Reserved. Sold exclusively through Wamer Homa Video. 


“headeary Awards) ©" and “Oscar(s}®" are registered trademarks and service marks of tha Academy of Motion Picture Arts and Sciences. 


For information about Magnolia Sales Program, log on to our trade website at 
a www.newline.com/homevideo/tradeinfo 


ure gc raa« 


Replicators coined fom pax | 


ers regularly increased their 
orders 40% to 100% on 
short notice (VB, 11-22). 
Demand is expected to 
surge even higher this fall 
with the introduction of 
the —§ DVD-compatible 
| PlayStation 2 console, 
DVD-Audio and a grow- 


ing number of highly 


anticipated titles. Already, 
the two Jurassic Park 
movies, Men in Black and 
a coupling of the original 
Toy Story and its sequel 
have been confirmed for 
DVD in the fourth quar- 
ter. Oscar winner Amen- 
can Beauty and an unde- 
termined number of sum- 


Video City continued from page 4 


pates that the benefits of 
lower corporate overhead 
and more efficient pur- 
chasing from combined 
point-of-sale systems will 
be felt in both companies’ 
financial statements later. 

In its fiscal year ended 
Feb. 6, 238-store West 
Coast reported a 13.1% 
drop in revenue to $104 
| million, with a net loss of 
$82 million. The loss 
| includes $2 million in 
store closure and restruc- 
turing costs, $17 million in 
interest and a one-time 
$57.6 million “goodwill” 


loss on stores being sold to 


satisfy portions of the 
chain’s $85 million bank 
debt, Gibson said. 

Last year’s net loss was 
$27.2 million on 32 fewer 
locations. 

West Coast same-store 
sales dropped 7.8% from 
the previous year, though 
Gibson added that sales in 
the company’s first quarter 
| have been “stabilized.” 

Since entering a man- 
agement agreement with 
Video City on March 3, 
West Coast's corporate 
| locations have been con- 
| verted to Video City’s 
point-of-sale system. The 
changes enable West 
Coast to immediately par- 
ticipate in Video City’s 
studio-direct  revenue- 


sharing agreements, 
including a deal with 
Wamer Home Video and 
New Line Home Video to 
share revenue on DVD. 

“We believe we can 
triple the West Coast 
DVD business from what 
it has done today just by 
addressing merchandising 
and copy depth,” Gibson 
said. 

For its fiscal first quarter 
ended April 30, Video 
City reported a net loss of 
$3.5 million, more than 
tiple last year's deficit of 
$930,703, on 28.6% lower 


revenue of $9.5 million. 


| ‘We believe we can triple the West Coast 
DVD business from what it has done 
today just by addressing merchandising 


and copy depth,’ 
Richard Gibson, Video City 


Without the $1.3 million 
fee it gets for managing 
West Coast, Video City’s 
revenue would have fallen 
38.5%. Video City fin- 
ished the quarter with 75 
stores, 60 fewer than last 
year. 

Video City has been 
working to sell its own 
and West Coast locations 
to pay off bank debt and 
raise $20 million to com- 
plete the merger. The deal 
will result in about $20 
million in bank-financed 
debt between the compa- 
nies and enable Video 
City to renegotiate its 
credit line and expand 
working capital to run the 
combined _ businesses, 
Gibson said. = 
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mer theatrical releases 
ranging from Gladiator to 
The Perfect Stom are also 
expected. 

Replicators say the 
major hits fall within the 
1 million- to 3 million- 
unit range established for 
triple-A titles after last 
year’s big push and veer 
into the realm of 4 million 
to 5 million. 

In some cases, the actual 
number of discs stamped is 
double the order because 
of the growing number of 


titles being released with 
bonus discs. Take all those 
hits and add the regular- 
size orders, which all must 
be filled in one concen- 
trated period, and you get 
a sense of the replicators’ 
challenge for the next few 
months 

The optical disc manu- 
facturers are just now 
entering their traditional 
busy season, which peaks 
in September. “It’s 
extremely busy,” said Bob 


Headrick, Technicolor 


executive VP sales and 
marketing. 

Technicolor, which 
presses discs for Disney 
and DreamWorks, dou- 
bled its capacity to 150 
million discs a year. Even 
so, Headrick said he 
expects his facilities to be 
at capacity. “We've been 
adding lines every few 
weeks,” he said. 

WAMO tripled its pro- 
duction capacity to 
500,000 units a day (1 mil- 
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A bundle of Toy due Oct. 17 


By Scott Hettrick 
B' Vista Home Entertainment 
will release Toy Story 2 on VHS and 
DVD on Oct. 17 along with the first 
DVD edition of the original Toy Story. 

Although the studio had yet to final- 
ize an announcement for what is antic- 
ipated to be the biggest video of the 
year, Web sites began to post detailed 
information about the releases on June 
19 and took orders all week. 

BVHV_ would 
not comment on 
or confirm any of 
the information. 
It’s believed that 
sell sheets went 
out before the stu- 
dio had finalized 
all the details of 
the elaborate sup- 
plemental materi- 
al being prepared 
for the titles. 

The VHS edi- 
tion of Toy Story 2, 
which has grossed 
$246 million at U.S. theaters, will be 
priced at $26.99. 

Sales of Toy Story 2 could rival those of 
Star Wars: Episode 1—The Phantom 
Menace, which did not have the benefit 
of DVD sales. The title is expected to be 
the top-selling video during the holidays 
and most likely the entire year. 

According to Adams Media Research, 
about 21.5 million VHS copies of the 
original Toy Story were sold on its initial 
release in 1996, with another 2 million 
copies of a rereleased VHS edition sold 
this year. Although few expect Toy Story 
2 to surpass Toy Story in VHS sales, Toy 
Story 2 generated about $50 million 


@ Both movies will be packaged with a 
third disc in the Ultimate Toy Box. 


more at the domestic box office than its 
predecessor, which should help it chal- 
lenge the 17 million units of Phantom 
Menace that Fox is said to have shipped. 

However, it’s the DVD version of Toy 
Story 2 and its predecessor that are gen- 
erating most of the attention. 

Disney is packaging both Toy Story 
movies in a two-pack DVD set for 
$39.99 or in a three-disc “Ultimate Toy 
Box” set for $69.99. 

The lower- 
priced set will offer 
widescreen ver- 
sions of both 
movies and an 
optional full-frame 
version of Toy 
Story 2. The 1988 
Oscar-winning 
short Tin Toy will 
be included on the 
Toy Story DVD, 
and the 1986 
Oscar-nominated 
animated short 
Luxo Jr. will be 
included on the sequel. 

In addition to all that, the Toy Story 
DVD in the Ultimate Toy Box set will 
include a making-of program and an 
audio commentary by the filmmakers, 
both of which were part of the special 
laserdisc edition of the movie that was 
released several years ago. 

The Ultimate Toy Box version of Toy 
Story 2 will feature a newly recorded 
audio commentary by the filmmakers. 

The third disc will include an intro- 
duction by the filmmakers to some 
material from the Toy Story laserdisc 
and some new material on the history of 
both movies. m 


Replicators continued from page 62 


lion units daily when 
affiliates added), 
deliberately — planning 
extra space after last year’s 
shortages, WAMO senior 
VP and general manager 


are 


Rick Marquardt said. 

“This year we've de- 
signed significant head- 
room,” Marquardt said. 
“It looks like it should be 
no problem.” 

Sony also overhauled its 
plant in Terre Haute, Ind., 


to double the capacity of 
its production lines. 
Replicators say studios 
supply early projections 
for titles, then adjust them 
closer to the street date. 
Studio contracts guaran- 
tee a certain allocation of 
manufacturing capacity, 
and in some cases orders 
subcontracted. De- 
which 
acquired the former Pio- 
optical plant, has 


are 


luxe, recently 


neer 


done subcontracted work 
for Paramount and Fox 
when Panasonic Disc Ser- 
vices couldn’t handle all 
the orders, Deluxe execu- 
tive VP of business devel- 
opment Mary Ann 
Fialkowski said. 

Capacity was so strained 
during the 1999 fourth 
quarter that MGM had to 
wait for reorders of its 
Bond box set 
because of allocation 
issues dictated to WAMO 
by its former distributor, 


James 


MiB dressed up in DVD 


By Wendy Wilson 
M: in Black will 

invade stores world- 
wide on DVD Sept. 5 
(prebook Aug. 8). The 
title will be available in 
Collector's 
Series and two-disc Lim- 
ited Edition versions at 
two separate price points 
with varying amounts of 
extras. 

“Men in Black, Close 
Encounters and Lawrence 
of Arabia have been our 
three most requested 
catalog titles, so retail is 
really excited to see one 
of the three of those on 
the way,” Michael Strat- 
ford, executive director 
of DVD marketing for 
Columbia TriStar, said 
of the studio’s discus- 
sions with retailers. Men 
in Black is the supplier's 
first attempt at a world- 
wide day-and-date re- 
lease, he said. 

Contained on one disc, 
the Men in Black Collec- 
tor’s Series DVD includes 
exclusive footage and a 
new documentary, The 
Metamorphosis of Men in 
Black. It’s priced at 
$29.95 and also available 
in Dolby Theater System 
sound. The Collector's 
Series edition also will be 
released on VHS for 
$14.95 (prebook Aug. 3). 


one-dise 


Pun wove 


Among the Men in Black DVD's special features are 
multiangle views and a new documentary. 


Carrying a $39.95 list 
price, the Limited Edi- 
tion DVD is a two-disc 
package featuring an 
extended technical com- 
mentary by director 
Barry Sonnenfeld and 
the visual effects team as 
well as an interactive 
editing studio. 

Alita Holly, producer 
of the Men in Black 
DVDs and co-founder of 
digital production house 
Organa West, worked 
with Columbia TriStar to 
produce the Ghostbusters 
DVD. Holly said she and 
partner Julia Jones pre- 
sented the studio with a 
proposal for the Men in 
Black DVD that included 
suggestions about how to 
make the most of the for- 
mat’s capabilities. 

“The two most compli- 
cated scenes are broken 
down into five different 


levels of completion. You 
can either watch it at one 
angle, or you can hit the 
angle button and toggle 
between scenes so you 
can really watch the evo- 
lution of that scene,” 
Holly said of the Limited 
Edition version. 

Marketing for this lat- 
est release of 1997’s $250. 
million box-office cham- 
pion is in full swing. 
Among the tie-ins isa $5 
rebate offer available 
with the MiB2 Game 
Boy Color title and one 
of the DVDs. Other tie- 
in partners are Universal 
Studios Orlando, Pepsi, 
IGN.com, Eruptor.com 
and Crave Entertain- 
ment. 

Last month, Columbia 
TriStar ran a commercial 
during the NBC airing of 
the movie promoting the 
DVD release. = 


REPLICATION ROUND 


Supplier 
Artisan 


Buena Vista 


Columbia 


DreamWorks 


Fox 
MGM 
New Line 
Paramount 


Universal 


W 


rer 


Warner Home Video. 
Although _ replicators 
are cautiously optimistic 
about meeting this year’s 
demand—the videogame 
factor is especially hard to 
gauge—they all agree the 


Panasonic 
WAMO 


DVD format has only 
begun to take off. 

“I don’t even think 
we've scratched the sur- 
face yet,” Headrick said. m 

Additional reporting by 
Enrique Rivero 


Census continued from page 4 


the VSDA and NAVD at 
last delivered some hard 
data,” he said. 

What the census didn't 
include was a breakdown 
of independent storefronts 
compared with the chains, 
nor did it track any shifts 
in the market. 

“We were looking for a 
total number—that was 
the scope of the project,” 
said Bill Burton, executive 
director of the NAVD. 
Gathering more details 
“Would require a whole lot 
more manipulation on the 
part of distributors, and 
they were at this point 
incapable of doing that,” 
he said. 

The study's first phase 
uncovered a video-retail 
“universe” —_ comprising 
81,426 storefronts. That 
was whittled down to cut 
such major sell-through 
retailers as Wal-Mart, 
Sears, K-mart, Toys R Us 
and book and dnug stores. 

Since this study is the 
first formal count of video 
stores, there is no basis for 
comparison with the size 
of the universe in previous 
years, Burton said. The 
NAVD previously deter 
mined that almost 4,000 
storefronts have clased 
since 1998. These num- 
bers do not, however, 


reflect new store openings. 

Independent _ retailers 
said the study has value 
despite its lack of context. 

Chuck Grachan, owner 
of the 22-store J.C. Flicks 
chain in Franklin, IlL., said 
that the study will serve as 
an important benchmark 
for tracking industry 


trends. “We'll start with 


We were looking 
for a total 
number — that 
was the scope of 
the project. 
Bill Burton, NAVD 


the number, and from this 
point we can move for- 
ward,” he said. 

Andersen said the two 
associations hope to com- 
mission future counts, 
which may or may not 
take place on an annual 
basis, depending on the 
industry's stability. a 
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OBSERVATIONS AND OPINIONS 


It appears that DVD owners are perfectly willing to go to the store to rent a movie. 


hettrick 


SPIN CYCLE 


he news related to DVD keeps getting better and better. 
Two weeks ago Universal announced the release of both 
Jurassic Park movies on DVD for the first time in October. 

Then last week, news leaked out about Disney’s plans to do the 
same with the two Toy Story movies a week later and at an unusu- 
ally low price for Disney —$39.99 for a two-pack with both movies 
and some extras. 

Also last week, Columbia TriStar provided details of its elaborate 
DVD edition of the studio’s biggest hit ever, Men im Black, set for a 
Sept. 5 release. 

Columbia expects MiB to be its first DVD title to sell more than 
1 million units. Fox has shipped that many copies of its special edi- 
tion of Independence Day. And Disney and Universal are expecting 
far greater things for their Toy Story and Jurassic Park sets. 

It’s anticipated that Universal will announce initial order num- 
bers on Jaws this week, a figure that will likely put the studio in po- 
sition to potentially sell 3 million units eventually. 

And the rest of the year will be filled with even more new and 
classic blockbusters on DVD, such as Termmator 2, American Beauty, 


This Is Spinal Tap, Braveheart, the 
Oliver Stone collection and perhaps 
special editions of summer block- 
busters such as Gladiator and the 
newly released The Perfect Storm. 

Meanwhile, Wamer’s DVD version 
of The Green Mile had tremendous 
(and some would say surprising) suc- 
cess in its first week in stores during 
the week ended June 18. 

According to preliminary numbers 
from VideoScan, the title sold nearly 
six times as many copies as its next 

closest competitor, Fox’s Fight Club. 

Even more encouraging is that nearly 13% of all VHS and DVD 
copies of The Green Mile that were rented last week were DVDs 
That’s a disproportionate percentage relative to the approximately 

% of VCR homes that also have DVD players. Perhaps that indi- 
cates that despite being early adopters of new technology, DVD 
owners are perfectly willing to go to the store to rent a movie— 
apparently even more willing than VCR-only customers. i 

Scott Hettrick (shettrick@cahners.com) is editor-in-chief of Video 
Business. 


If you’re headed to the VSDA convention with the intention of coming home 
a better retailer, here are some suggestions. 


f you're going to the VSDA con- 
vention to win a lunch with Bill 
Mechanic or to unload some vitriol 
on a poor unsuspecting booth attendant, 
why bother? Not that lunch with a ma- 
jor studio chief is unproductive, but if 
you’re going with the intention of com- 
ing home a better retailer, | suggest the 
following: 
1) Find out how and when DVD pric- 
ing will trend upward, because it will. 
And find out what qualifies a title for 
rental and what qualifies for sell-through. 
Is it box office? I predict that by this time next year, DVD will be 
40% of the rental business. Pricing is critical, and if studios don’t 
have a plan they can talk about, I’d want to know why. 

2) Having said that, I’d like to know in the short term if the flat- 
pricing scheme, as it is being adopted for VHS by USA Home 
Entertainment, will be considered by other studios. 

3) If you don’t know what TiVo is, you’re neglecting the future 
of movie delivery to homes. You need to understand the possibil- 
ities of a company that has attracted investments from AOL, 
Blockbuster, MGM and Warner, to name a few. On one side of 
the coin, TiVo is a hard-drive recording system. On the other, it’s 
a delivery system that can make bricks-and-mortar retailing less 


gafiney 


NO HARM IN ASKING 


relevant. It is more threatening than pay-per-view ever was. 

4) I'd also want to know why the home video marketing depart- 
ments have been so lax on online marketing. It’s cheap, interac- 
tive and perfectly suited to such genres as sci-fi, kidvid and non- 
theatrical titles. 

5) I'd want to know why the VSDA hasn’t put together a cre- 
ative awareness campaign such as the one the American 
Booksellers Association has for its members. The partial page ads 
are simple, and they put small booksellers on the radar for 
consumers. 

By the way, here are some things I’d leave home: boycott peti- 
tions, meeting agendas for renegade retail groups, “I Hate 
Blockbuster” T-shirts, Rentrak stock prospectus and distributor 
mailers. 

John Gaffney (johng23@mailstart.com) writes a column every other 
week for Video Business. 


Video Business welcomes readers’ letters commenting on industry issues. 
Address them to Soapbox Editor, Video Business, 5700 Wilshire Blud.., 
Suite 120, Los Angeles, CA 90036. They must be signed and include a 
telephone number. 


Volume 20. Number 26 Printed in USA June 26, 2000. © 2000 by Cahners Business Information. All rights reserved. Video Business (USPS 576-990, ISSN 0279-571X) is published weekly except the last week 
in December by Cahners Business Information, a division of Reed Elsevier Inc. 5700 Wilshire Bivd., Suite 120, Los Angeles, CA 90036. Paid subscription rates for non-qualified readers: $70 one year US; $150 
Canadian; $190 foreign air mail Penodicais postage pad at New York, NY, and at additional mailing offices. Reprint Permission: Any intended use of this publication's contents must be requested in writing; contact 
Rose Einstein (323.857.6600). Canada Post International Publicatons Mai Product (Canadian Distribution) Sales Agreement No. 649937. 


64 VIDEO BUSINESS-JUNE 26, 2000 


MISE ING ADVENTURES 


AKT BROOKS. Soy Shoyy 2240724 MOE OA LY TIL 
9 MAcDOWRLL, ve JREP BRIDGRS Peter Travers, ROLLING STONE 


G he heavenly new comedy 


from writer-director Albert Brooks. 


Divinely Gomedic Gast: 

¢ Albert Brooks (Defending Your Life; 
Mother), Sharon Stone (Casino; Sphere), 
Jeff Bridges (Arlington Road; The Big 
Lebowski), Andie MacDowell (Four 
Weddings and a Funeral; Just the Ticket) 


and a special appearance by comedian 


ALBRR' ‘s : 
T BROOKS SHARON STONE , se 
Steven Wright. 


ANDIB MACDOWBLL aaa JERE BRIDGES 


© Cameos by Hollywood deities, including: 


Martin Scorsese, Rob Reiner, James 


Cameron and Cybil Shepherd. 


e A heavenly $12-million box-office backed 
by $15-million in P&A. 


SAA. ———_ 


Street Date: 
August 1, 2000 


unl OLY, funny! Th 


«ppp cmuut 
yay sree C 
Very iol GISKEL & EBERT 


a Roger Ebert 


VHS #: 440 044 999-3 
(PG13| <p, 


Running Time: 97 min, 


Order Date: 
July 13, 2000 


“f bry nmr GRE 
Nahe fe foylene we ate DVO #: 440 044 999-2 


¢ Plunkett &macleane NEW LOW ; 
4 & 1%. | es “wh kk dazzling action-packed on/p. ~ 


VHS 
$ 1423 


‘SRP 


Paul Wunder, WBAI RADIO 


Big Shot Star Power: 


¢ Reunites popular Trainspotting stars Robert Carlyle (The World Is Not Enough, 
The Full Monty) and Jonny Lee Miller (Afterglow, Hackers) 


¢ Also features Liv Tyler (Armegeddon, Stealing Beauty) and Alan Cumming 
(Emma and Tony award-winning role in Broadway’s Gaberet) 


Caw 
$2422  [Re». 


Running Time: 102 min. 


VHS #: 440 058 685-3 OVD F: 440 056 685-2 


_ defivers a rap-fueled revenge K ME io asc week: 


53 MILLION BOX OFFI 
A. Film by Ith: Javmusch 2 


THE WAY of THE SAMURA\ 


,-.h UC 


y 


Nia 


#1 per screen 


“East meets West I a 
average of $11,822 on 


as indie god Jim Jarmusch. ~~ fy 


pic about asamuraionthe 
run from the mob.” es Post Street Date 


* Paul Zimmerman, DETAILS f j ctaiee ? 5 j 


Directed by ms : ’ 
JIMJARMUSEFI 


(“Down ;by Law,” “Night on Earth”) 


Starring 
FOREST WHITAKER 


(The Crying Game,” “Phenomenon®) 


ee 


Outstanding hip-hop soundtrack 
by the Wu-Tang Clan’s 


THEIR 


Poy. ee: 
6-MONTH CABLE HOLDBAG 


* Available in Spanish 
Catalog # 10357 / UPC.# 012236103578 


_ 1999/ COLOR/ 116 MIN, 
< C M| , : “Source: ACNielservEDI. Excludes IMAX theatres 
Purchase for less than $40 per unit. . PRE-ORDER DATE: 7A 8/0! 


Catalog # 10355 / UPC # 012236103554 ; eeeoniREET DATE: 8/15/0 


SVC. LESTUDIO CANAL + and BAL FMS present in assoeiaton with PANDORA FM and ARD/DEGETO FLM a PLYWOOD prodacton ny Rai RST “GHOST DOG: THE WAY OF THE SANS 
JOHN TORMEY CLF GORMAN HENRY SIVA SAACH DE BANKOLE TR VESSE VICTOR ARGO GENE RUFFIN RKHARD PORTHOW. and intruding CANILUE WINBUSH casting by ELLEN LEWIS & LAURA ROSENTH 
oo-producer DIANA SCHMIDT musi by Te ister ry UNH te seen edited by JAY RABNOWTZACE director of photography ROBBY MULLER 
prodtced by ft IM wnt & directed by JUN JARMUSCH ; 
(er ; sovrmuse DOG www artisanent.com wwin! wayorthesamuras com IR) <= [eq ARTISAN 


SOUNDTRACK AVAILABLE ON RAZOR SHARP RECORDS/EPiC FEATURING ORIGINAL music BY Fae RZA 


A ? f 


